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SAID  14,974 

PROFESSIONAL  PEOPLE! 


•  "I'he  "Canned  Food  Keferenee  Mannar’ 
was  ready  in  June.  To  dale  I  1.071  profes¬ 
sional  people  have  nujursled  eopic's  of  this 
lMM)k.,  which  is  an  educational  force  for  your 
products,  ^ot  only  is  il  pleasing  lo  present  to 
yon  a  report  of  the  nundn'r  who  requested 
the  h<M>k.,  hnl  il  is  still  more  gratifying  to 
quote  a  few  of  the  eoinnienls: 


FROM  THE  COMMISSIONER  OF  HEALTH 

IN  A  LARGE  CITY".  "You  ha\e  gathered  to- 

getlu'r  in  this  attractive  voluiiie  a  wealth  of  iii- 
forination  on  eann<‘d  foods,  which  will  he  (d  real 
\alne  to  e^(‘ryone  interested  in  this  subject." 

FROM  AN  EXECUTIVE  OF  A  LARGE 

GROCERY  CHAIN:  "I'he  iiiforination  there¬ 
in  will  greatK  help  iin*  in  promoting  tlie  sale  of 
eaiined  foods  in  iin  orgaiii/ation." 


• 

FROM  A  PROMINENT  OOCTOR: 

"  riiere  is  a  goorl  deal  of  \  ahiahle  reh'renee  m.i- 
t<‘rial  in  it  that  every  physician  will  use." 

FROM  THE  SCHOOL  OF  MEOICINE  OF 
A  LARGE  UNIVERSITY:  "It  ap[)ears  to  he 

wi(h‘  in  sef»])e,  c-oneise  in  jtresentation,  interest¬ 
ing  and  aeenrate  in  information.'’ 


AMERICAN  CAN  COMPANY 

230  Park  Avenue,  New  York,  N.  Y. 
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lOANA 

SWEET  CORN 

Extensively  tested  for  the  past  three  years. 
Matures  three  to  four  days  later  than  Golden 
Cross.  Averages  a  foot  taller,  stalk  does  not 
sucker  as  much  and  outyields  Golden  Cross. 

In  the  1938  Geneva  (New  York)  trials,  loana 
was  the  outstanding  hybrid.  In  the  canning 
test  it  showed  promise  in  texture,  flavor  and  size 
of  kernel.  The  ear  is  large,  averaging  8.V  to  9 
inches.  Sides  nearly  parallel,  adapting  it  to 
cutting.  Color  of  kernels,  light  yellow. 

Moderate  quantity  of  seed  available  for  1940. 

Northrup,  King  &  Co. 

SEED  GROWERS  SINCE  1884 

Minneapolis,  Minn. 


N  ew- Large*  Late 
Yellow  Hybrid 


loana,  developed  by  Dr  E.  S.  Haber,  Ames,  Iowa 

Adapted  To  And 
Recommended  For 

Iowa,  Nebraska,  Illinois,  Indiana,  Ohio  and  Maryland 


umm  Pea 


entire  organization  specializes  in  the  manufacture 
and  service  of  Green  Pea  and  Lima  Bean  Hulling 
Machinery.  We  do  not  make  any  machinery  for  inside 
of  a  canning  plant  to  divide  our  efforts. 

Our  line  of  Pea  Hulling  Machinery  is  complete  and 
includes  Viners,  Viner  Feeders,  Viner  Power  Units,  En¬ 
silage  Distributors,  Steel  Viner  Sheds  and  Galvanized 
Field  Boxes  for  shelled  peas. 

May  we  help  you  improve  your  pea  or  lima  bean 
pack — and  your  profits? 


FRANK  HAMACHEK  MACH 

ntif  act  iirers  of  Viners,  Viner  Feeders,  Ensilage  Distributors  and  Cliai 

KEWAUNEE,  WISCONSIN 
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When  you  have  o 
Conning  Frablem 


■  Whatever  your  problem,  Continental,  with  its 
tremendous  resources,  offers  every  facility  for 
greater  service  .  .  .  cans  of  highest  quality,  plain 
or  enamel-lined,  the  result  of  34  years  of  long  and 
intensive  development  and  research — aid  in  all 
canning  problems  thru  progressive  research — 
many  different  styles,  sizes  and  speeds  of  efficient 
closing  machines — and  unusually  prompt  ship¬ 


ments  from  modern  plants  conveniently  located 
from  Coast  to  Coast. 

Looking  after  your  interests  is  a  group  of  men 
long  experienced  in  the  Industry,  well  prepared  to 
give  you  sound,  practical  advice  and  assistance. 

When  you  have  a  problem — write,  phone  or  wire 
Continental.  We’ll  come  to  your  aid  immediately. 


CONTINENTAL  CAN  COMPANY 

NEW  YORK  .  CHICAGO  •  SAN  FRANCISCO  .  MONTREAL  •  TORONTO  •  HAVANA 
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EDITORIALS 


Think  straight — We  are  an  impatient  lot. 
Already  there  have  come  to  us  complaints  that 
though  the  embargo  has  been  recalled  and  cash- 
and-carry  substituted,  they  have  seen  nothing  in  the 
way  of  orders  for  canned  foods,  and  they  doubt  there 
will  be  anything  worth  while  transpire  for  a  year  or 
more.  Other  pessimists  point  out  that  the  hampering 
of  our  merchant  marine,  in  shutting  them  out  from  the 
war  zones,  will  cause  the  lay  off  of  hundreds  of  thous¬ 
ands  of  men,  etc.,  etc.,  inferring,  of  course,  that  that 
will  affect  the  sale  and  consumption  of  canned  foods, 
and  cause  a  business  slow  down. 

We  might  attempt  to  argue  the  point,  reminding 
them  of  a  statement  in  these  pages  last  week,  that  of 
40  shipments  of  canned  foods  to  Europe,  but  one  had 
been  lost  through  torpedoing,  and  that  was  a  lot  of 
30,000  cases;  or  that  approximately  200,000  cases  of 
baked  beans  belonging  to  England,  were  burned  re¬ 
cently  in  the  loss  of  the  wharves  where  they  were 
awaiting  shipment.  Such  happenings,  somewhat  at 
least,  contradict  these  pessimists,  but  why  bother  your 
head  about  the  war  and  its  possible  results  ?  Russia  is 
now  speaking  of  this  as  a  30  years  war,  and  they  have 
changed  their  name  for  it,  from  a  world  Revolution  of 
the  proletariat,  to  National  Socialism  which  means  the 
same  thing — and  which  they  intend  to  spread  through¬ 
out  the  world,  in  the  uprising  of  the  people  to  wipe  out 
Financial  Imperialism,  constituted  government,  etc., 
etc.,  including  all  religion  as  Christians  know  it.  Let 
them  fume ;  we  do  not  need  this  war,  nor  any  part  of  it, 
to  produce  the  greatest  decade  of  good  business  ever 
experienced  in  this  country.  They  say  they  have  their 
well-established  agents  in  every  country  in  the  world, 
and  that  they  merely  wait  the  order  to  start.  They 
have  turned  Europe  into  a  great  battlefield,  which 
means  that  the  production  of  food  is  at  a  standstill; 
yet  armies  and  the  populations  must  eat,  and  the 
longer  they  continue  this  fighting,  and  the  more  coun¬ 
tries  they  draw  into  it,  the  more  hungry  mouths  they 
create.  If  this  continues  the  United  States  will  be 
drained  of  all  sorts  of  food  supplies.  There  is  a  very 
decided  repugnance  in  our  country  against  touching  any 
of  this  blood  money,  but  feeding  the  non-combatants, 
the  innocent  women  and  children,  is  not  of  that  kind. 

But  forget  this  war,  and  these  warring  nations,  and 
let  them  stew  in  their  own  juice;  from  now  on  we  will 
have  more  business  than  we  can  attend  to  from  other 
nations,  and  not  of  a  war  nature.  We  could  not  with¬ 
draw  into  our  own  shell,  and  refuse  to  trade  with  any 
other  nation,  i.  e.,  we  could  not  write  a  neutrality  law 
that  would  exculde  every  other  nation.  That  would 
have  been  the  heighth  of  unfairness,  and  of  bad  busi¬ 


ness,  too.  Every  nation  on  earth  feels  threatened  by 
these  subversive  efforts,  and  wants  to  build  up  its  own 
defenses,  and  to  provide  for  its  own  resources.  These 
orders  for  armaments,  machinery  of  every  kind,  and  all 
the  things  which  help  build  them  into  commanding 
nations — will  come  in  such  a  flood  that  our  factories 
will  be  compelled  to  run  at  full  speed,  and  more.  Before 
the  first  of  the  year  unemployment  will  be  largely 
unknown,  so  far  as  the  worth  while  workers  are  con¬ 
cerned,  and  wages  must  inevitably  advance,  and  will 
continue  to  advance  until  they  have  reached  a  point 
where  the  workers  will  be  able  to  buy  all  those  things 
which  they  have  been  obliged  to  go  without  during  the 
past  six  years.  The  United  States  will  be  as  busy  as  it 
is  possible  to  be  supplying  all  the  balance  of  the  world 
not  at  war,  and  the  good  wages  and-  steady  employment 
will  be  felt  first  and  last  in  the  buying  of  foods.  The 
longer  the  war  continues  the  greater  this  industrial 
advance  in  our  country  without  one  cent  coming  from 
the  war. 

The  U.  S.  Census  Bureau  shows  that  the  purchases  of 
canned  foods  in  1937  were  $36,000,000  greater  than 
they  were  in  1929,  the  peak  of  the  golden  era ;  and  the 
statistician  asks  what  were  they  in  1938  and  1939,  since 
canned  food  consumption  is  steadily  increasing.  And 
remember  that  this  vast  increase  is  figured  upon  a 
lower  cost  per  can — or  per  dozen  if  you  wish — than  the 
prices  which  ruled  in  1929. 

The  ships  that  are  deflected  from  the  war  zones  will 
soon  find  trade  to  other  regions — to  South  America, 
and  to  all  the  balance  of  the  world  not  gone  crazy  with 
war.  It  is  merely  the  first  shock  that  disturbs  them. 
And  another  great  gain  will  come  from  this  increasing 
activity:  the  60%  of  our  population  which  has  been 
either  on  relief  or  earning  not  above  $750  per  year  to 
support  a  family,  will  again  be  employed,  and  they 
will  again  become  consumers  and  buyers,  contented  and 
happy;  and  there  will  be  removed  the  greatest  danger 
any  nation  can  ever  face:  a  mass  of  hungry,  dis¬ 
gruntled,  unhappy  people  who  fall  easy  prey  to  any 
subversive  clique.  Such  conditions  constitute  the 
breeding  ground  of  every  revolution  that  ever  hap¬ 
pened.  That  danger  is  passing  for  our  country,  and  as 
time  goes  on  will  entirely  disappear,  because  happy, 
contended,  employed  people  cannot  be  drawn  into 
revolution. 

There  would  seem  to  be  nothing  that  can  stop  a  great 
era  of  prosperity  for  our  country,  and  that  canned 
foods  will  keep  in  full  step  with  this  progress  goes  with¬ 
out  saying.  The  people  want  these  fine  foods,  and 
having  the  money  will  buy  them.  So  the  canning  in¬ 
dustry  need  not  bother  its  head  as  to  whether  or  not 
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orders  come  from  the  war  zones.  We  are  more  likely 
to  have  complaints  that  shipments  to  other  nations  are 
putting  up  prices  on  the  American  housewife,  than  that 
prices  on  canned  foods  are  too  low.  Use  your  head; 
think  straight,  for  all  in  this  industry  are  sitting  pretty. 

PENNSYLVANIA  ASSN.’S  SILVER  JUBILEE— 
The  Pennsylvania  Canners  Association  is  celebrating 
its  25th  anniversary  at  its  Convention  in  York,  Pa.,  on 
November  16th  and  17th.  They  have  invited  promi¬ 
nent  speakers  to  talk  on  Business  Practices,  Advertis¬ 
ing,  Pennsylvania’s  plan  to  sell  canned  foods  to  Penn¬ 
sylvania  consumers,  as  well  as  the  regular  routine  can¬ 
ning  matters,  and  they  even  hope  to  parade  all  the  ori¬ 
ginal  founders  of  this  live  and  aggressive  association, 
and  of  course  it  will  be  only  the  live  ones.  Two  full 
days  of  business  sessions  will  be  climaxed  on  the 
evening  of  the  17th  with  a  big  banquet  and  entertain¬ 
ment.  The  Get  Together  Committee,  headed  by  popular 
R.  (for  “Bob”)  A.  (for  Action)  Sindall  (for  A.  K. 
Robins  &  Co.,  machinery  and  supplies) ,  being  the  hosts, 
a  guarantee  of  a  highly  enjoyable  evening  after  the 
days  of  work. 

It  seems  to  us  that  they  are  not  as  active  on  that 
slogan  “BUY  PENNSYLVANIA  CANNED  FOODS”  as 
they  used  to  be,  and  we  sincerely  hope  that  they  are  not 
letting  grow  cool  the  splendid  support  they  early  re¬ 
ceived  from  their  State  authorities,  or  are  loosing  any 
of  the  wonderful  momentum  they  engendered  last  year. 
This  Association  really  put  across  that  job  of  selling 
their  packs  in  nearby  localities,  and,  if  they  but  knew  it, 
they  are  the  envy  of  the  rest  of  the  canning  world,  for 
that  fait  acompli.  But  that  gain  must  be  nourished  and 
kept  alive  and  hearty,  or  it  will  sag  down  as  have  so 
many  excellent  moves  by  canners.  That  would  be  our 
wish  and  warning  to  this  big  meeting :  Hold  fast  to  the 
ground  gained,  and  work  hard  to  add  to  it,  and  to 
solidify  the  whole  movement. 

Those  who  know  these  meetings  will  need  no  urge  to 
be  present,  but  President  Robert  D.  Schenkel,  he  of 
Grenpack  renown,  and  Secretary  “Bill”  Free  of  those 
famous  Hungerford  Old  Dutch  canned  foods,  have  ex¬ 
tended  warm  invitations  to  all  interested  to  be  there, 
and  join  in. 

PRICE  DEMORALIZATION— Every  old  trader  in 
the  grocery  lines  grows  sick  at  heart  when  he  views 
the  wreckage  that  has  taken  place,  or  is  taking  place, 
in  all  sections  of  the  country:  the  passing  of  wholesale 
grocery  houses  that  had  been  landmarks  of  probity  and 
honesty — and  not  alone  in  the  grocery  field  but  in  the 
entire  retail  supply  field — and  the  springing  up,  like 
noxious  weeds,  of  a  horde  of  irresponsible  traders  with 
whom  no  one  really  wishes  to  trade,  but  because  their 
sole  weapon  is  lower  and  lower  prices,  are  forcing  them¬ 
selves  in  and  forcing  out  the  old  and  respected.  And  is 
this  drive  to  ever  lower  and  lower  prices  benefitting 
business?  Every  sane  man  now  sees  that  it  is  not.  It 
is  producing  such  demoralization  that  others  follow  the 
unfortunate  lead  of  those  forced  out,  and  they  likewise 
close  up  and  desert  the  field.  For  the  manufacturer  it 
spells  misery  and  loss,  and  a  lack  of  inclination  to 
build  up. 

To  our  mind  it  all  comes  from  an  utter  misunder¬ 
standing  of  what  democracy  means:  they  take  it  as  a 


right  to  do  as  they  please  without  regard  to  anyone 
else,  or  to  the  rules  of  the  game  they  have  entered. 
That  is  the  very  antithesis  of  democracy,  the  very 
opposite,  yet  we  seem  to  lack  laws  to  prevent  it.  The 
first  democracy  was  founded  by  Romulus  and  Remus 
when  they  gathered  together  their  band  of  robbers  and 
formed  the  Roman  Empire;  but  despite  the  fact  that 
they  were  all  robbers,  their  plan  was  to  work  together, 
to  protect  and  help  each  other  and  to  present  a  united 
front  to  all  other  tribes,  or  as  we  now  call  them  nations. 
It  meant  all  for  one  and  one  for  all,  and  the  result  is 
history.  Do  the  actions  we  complain  of  resemble  this 
in  any  way  whatsoever?  They  most  certainly  do  not. 
The  only  thing  the  above  mentioned  sort  of  selfish,  go- 
as-you-please  method  could  be  called  would  be  anarchy. 

It  should  be  in  business  as  for  instance  it  is  in  cards : 
if  you  invite  yourself  into  a  poker  game  you  ask  the 
value  of  the  chips,  and  you  accept  the  rule  as  you  find 
it.  You  do  not  attempt  to  put  your  own  value  on  the 
chips.  If  you  did  you  would  be  thrown  out.  And  when 
a  man  enters  a  line  of  business  he  ought  to  be  forced  to 
accept  its  long  established  rules,  and  play  the  game  as 
others  do.  That  would  not  kill  initiative  or  indepen¬ 
dence;  there  would  remain  as  much  independence  as 
there  is  in  that  card  game,  but  you  would  have  order 
and  the  absence  of  needless  friction,  and  the  hog  would 
not  be  allowed  to  run  wild. 

They  have  been  attempting  all  kinds  of  laws  to  bring 
about  this  result,  such  as  the  Robinson-Patman  law,  the 
Clayton  Act,  etc.,  and  some  day  they  may  be  made 
effective.  They  will  have  to  be  made  so  if  business  and 
industry  are  to  continue. 

But  there  is  one  law  which  this  industry,  we  fear,  has 
more  completely  disregarded — and  by  that  we  mean 
failed  to  make  use  of — than  any  other  business.  We 
refer  to  the  Unfair  Sales  Act.  Such  acts  could  be  used 
to  curb  the  ruthless  price  cutters,  and  wreckers  of  busi¬ 
ness,  and  one  would  think  that  every  man  in  this  indus¬ 
try  would  gladly  give  full  support,  and  so  protect  the 
retail  distributors  of  his  goods.  Unless  the  retailer 
makes  a  fair  profit  on  canned  foods  it  cannot  be  ex¬ 
pected  that  he  will  support  them,  or  waste  his  time 
trying  to  build  up  such  a  business.  That  is  mere  com¬ 
mon  sense  is  it  not  ?  Then  why  are  not  all  canned  foods 
sold  with  this  price  protection  ?  It  is  time  serious  con¬ 
sideration  were  given  this,  and  the  old  dread  that 
someone  else  may  sell  otherwise  be  buried  as  unworthy 
of  business  men. 

Here  is  a  statement  which  we  saw  recently  and  it 
may  prove  interesting: 

The  Massachusetts  Unfair  Sales  Act  has  been  in  operation 
now  one  year.  Before  it  became  operative  examples  taken  from 
food  advertisements  in  the  daily  papers  of  Worcester,  Mass.,  for 
three  months  prior  to  the  Massachusetts  Unfair  Sales  Act  going 
into  eifect  on  September  12,  1938,  show  amazingly  low  prices  on 
feature  items  which  today  would  almost  cause  a  business  revolu¬ 
tion;  ten  pounds  sugar  39  cents  with  a  purchase  of  crackers; 
ten  pounds  sugar  33  cents  with  a  purchase  of  jam  compound;  a 
popular  advertised  brand  of  coffee  19  cents  against  a  cost  of  22 
cents;  another  at  23  cents  against  a  wholesale  cost  of  26  cents 
and  other  items. 

The  following  table  shows  what  the  Unfair  Sales  Act  has  done 
for  Massachusetts  retail  prices.  Below  appear  prices  prevailing 
in  Brattleboro,  Vt.,  Rochester,  N.  Y.,  and  Albany,  N.  Y.  (not 

(Continued  on  Page  22) 
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Hoyt  Ellis  Heads  lowa-Nebraska  Canners 


Hoyt  ELLIS,  was  elevated  to  the  office  of  Presi¬ 
dent  of  the  lowa-Nebraska  Canners  Association 
at  the  annual  meeting  held  at  Hotel  Fort  Des 
Moines,  Des  Moines,  Iowa,  November  1st  and  2nd,  after 
being  heartily  complimented  on  the  very  efficient  way 
that  he  had  handled  Association  affairs  for  the  five 
years  for  which  he  served  as  Secretary-Treasurer. 

The  meeting  began  with  a  luncheon  at  12 :30  and  all 
of  the  first  day’s  sessions  were  open,  being  attended  by 
canners,  supplymen  and  brokers.  Attendance  figures  at 
the  luncheon  showed  75  present  with  100  present  for 
the  general  session  in  the  afternoon  and  153  assembled 
for  the  evening  party. 

Talks  by  Walter  Graefe,  President  of  the  National 
Canners  Association,  and  Oscar  F.  Meredith,  Vice-Presi¬ 
dent  of  the  First  National  Bank  of  Chicago,  fitted  very 
well  together  stressing  the  need  for  conservatism  in 
1940  canning  operations  and  minimizing  any  possible 
effect  of  European  war  conditions  in  promoting  a  boom. 
American  Can  Company’s  Carlton  Sturdy  gave  an 
instructive  talk  on  “How  to  Merchandise  More  Canned 
Foods.” 

The  second  day’s  sessions  for  canners  only  got  under 
way  at  9:30  in  the  morning  and  continued  right 
through,  with  luncheon  served  in  the  meeting  room, 
until  the  middle  of  the  afternoon.  There  were  just 
about  50  canners  present,  representing  the  entire  mem¬ 
bership  of  the  Association  with  the  exception  of  two 
companies.  Because  the  canners  of  Iowa  and  Nebraska 
are  mainly  packers  of  corn,  the  largest  part  of  the  time 
in  these  sessions  was  given  over  to  the  Corn  Canners 
Service  Bureau  of  which  lowa-Nebraska  canners  have 
rather  set  a  record  in  pro  rata  membership  and  are 
keenly  interested  in  the  development  of  the  Bureau,  in 
working  out  and  performing  services  for  the  canners 
that  the  various  Associations  of  canners  do  not 
attempt  to  perform.  Wilbur  G.  Carlson,  Secretary  of 
the  Corn  Canners  Service  Bureau,  was  there  to  lead  an 
open  forum  discussion  on  the  work  and  objectives  of 
the  Bureau. 

Dr.  William  H.  Harrison,  Director  of  Continental  Can 
Company’s  Research  Laboratories,  lead  a  discussion  on 
the  Federal  Food,  Drug  and  Cosmetic  Act  which  had 
chiefiy  to  do  with  standards  of  identity  and  labeling 
provisions  of  the  Acts  as  applying  to  canned  corn. 
Canners  of  the  Middle-West  are  strongly  averse  to  the 
proposed  compulsory  use  of  the  word  “crushed,”  in¬ 
stead  of  “cream  style,”  and  “yellow”  in  place  of 
“golden,”  as  descriptive  terms  on  labels  of  canned  corn. 

Dr.  Ernest  L.  Haber  presented  a  resume  of  the  very 
extensive  work  on  sweet  corn  and  tomatoes  being  done 
by  the  Extension  Department  of  Iowa  State  College  at 
Ames  in  cooperation  with  the  lowa-Nebraska  Canners 
Association,  and  went  into  the  plans  for  1940. 


THE  ELECTION 

After  paying  just  tribute  to  Secretary  Hoyt  Ellis, 
Treasurer  of  the  Iowa  Canning  Company  of  Vinton,  for 
his  remarkably  able  and  efficient  way  of  handling 
Association  affairs,  he  was  rewarded  for  this  work  by 
being  elected  President  of  the  Association  for  1940. 
E.  H.  Barnhart  of  Norfolk  Packing  Company,  Platts- 
mouth,  Nebraska,  was  elected  Vice-President  and  Roy 
Chard  of  the  Audubon  Canning  Company,  Audubon, 
Iowa,  was  made  the  new  Secretary-Treasurer  to  suc¬ 
ceed  Hoyt  Ellis.  Directors  elected  are :  F.  H.  Barnhardt, 
Plattsmouth,  Nebr. ;  Henry  W.  Chavis,  Ames,  Iowa; 
Arch  R.  Dunbar,  Grimes,  Iowa;  Hoyt  Ellis,  Vinton, 
Iowa ;  Thos.  E.  Evans,  Reinbeck,  Iowa ;  J.  LeRoy 
Farmer,  Cedar  Rapids,  Iowa;  Clark  Hagan,  Atlantic, 
Iowa;  Guy  E.  Pollock,  Marshalltown,  Iowa  and  Loyal 
Shannon,  Nebraska  City,  Nebr. 

QUARTERLY  CANNED  FOODS  STOCK  REPORT 
FOR  OCTOBER  1,  1939 

Prepared  by  the  Bureau  of  the  Census  in  cooperation 
ivith  National  Canners  Association  and  Association  of 
Pacific  Fisheries 

CANNERS’  stocks  of  peas,  corn,  beans,  peaches, 
pears  and  salmon  were  lower  on  October  1,  than 
on  the  same  date  last  year,  it  was  announced 
to  day  by  William  L.  Austin,  Director  of  the  Census, 
in  the  quarterly  canned  foods  stock  report  prepared  by 
the  Bureau  of  the  Census  in  cooperation  with  the 
National  Canners’  Association  and  the  Association  of 
Pacific  Fisheries.  In  terms  of  number  of  cases,  all 
sizes  combined,  canners’  stocks  of  salmon  were  off  31.8 
per  cent  from  a  year  ago ;  peas,  28.1  per  cent ;  corn,  17.6 
per  cent;  beans,  16.6  per  cent;  peaches,  10.6  per  cent; 
while  their  stocks  of  pears  were  about  the  same  as 
last  year,  being  off  only  2  per  cent.  Figures  on  canners’ 
stocks  of  tomatoes  as  of  October  1,  1939,  are  not  yet 
available. 

Distributors’  stocks,  based  upon  a  representative 
sample,  of  corn,  beans  and  pears  were  likewise  off 
from  October  1  a  year  ago,  but  their  inventories  of 
peas,  peaches,  and  salmon  were  up  4.6  per  cent,  24.8 
per  cent,  and  18.9  per  cent  respectively.  Distributors’ 
stocks  of  all  items  but  pears  and  salmon  were  larger 
on  October  1,  than  on  July  1,  of  this  year. 

In  terms  of  the  number  of  cases,  all  sizes  combined 
canners’  and  distributors’  stocks  on  October  1,  com¬ 
pared  with  their  stocks  on  prior  dates,  were  as  follows ; 
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Canncrs’  Stocks  Distributors’  Stocks 

October  1,  1939,  October  1,  1939,  %  chanKe  from 

%  chanpre  from _ 

October  1,  1938  October  1,  1939,  %  change  from 

Vegetables: 

Peas  .  —28.1  +  4.6  +10.3 

Corn  .  —17.6  —11.1  +17.1 

Tomatoes  .  Not  available  +  3.0  +21.6 

Beans  .  —16.6  —12.8  +13.7 

Fruits : 

Peaches  .  —10.6  +24.8  +19.7 

Pears  .  —  2.0  — 13.3  —  6.8 

Salmon  .  —31.8  +18.9  —17.3 

Alaska  reds  ...  — 14.8  +42.4  —  6.0 

Pinks  .  —49.9  +  9.0  —24.8 

Other  .  —44.8  +  4.1  —18.7 


The  drop  in  canners’  stocks,  as  shown  in  this  report, 
offset  in  part  by  increases  in  some  items  held  by  dis¬ 
tributors,  provides  a  measure  of  the  smaller  volume  of 
domestic  canned  foods  available  for  distribution  dur¬ 
ing  the  next  twelve  months  as  compared  with  the  last 
twelve-month  period. 

SALMON,  TUNA  AND  SARDINES— Statistics  are 
also  presented  in  this  report  showing  distributors’ 
stocks  of  canned  salmon  (Alaska  reds,  pinks  and 
other),  tuna  fish,  and  sardines  (California,  Maine,  and 
Imported).  Based  upon  a  representative  sample,  their 
inventories  of  salmon  (all  classes)  tuna  fish  and  Maine 
sardines  were  higher  this  year  than  on  October  1,  1938, 
but  their  stocks  of  California  and  Imported  sardines 
were  off  12.6  per  cent  and  3.4  per  cent  respectively, 
Canners’  stocks  of  vegetables  shown  in  this  report 
were  compiled  by  the  National  Canners’  Association, 
while  salmon  inventories  of  packers  were  supplied 
by  the  Association  of  Pacific  Fisheries.  They  repre¬ 
sent  98  per  cent  or  more  of  the  total  pack.  All  data 
for  distributors  and  for  canners  of  peaches  and  pears 
were  compiled  by  the  Bureau  of  the  Census.  They  are 
based,  in  each  case,  on  a  representative  sample. 

CANNED  FOODS  CONSUMPTION 

To  Take  Census  of  the  Industry — Request  for 
Prompt  Co-operation — Of  Real  Value  to  the  Canned 
Foods  Market. 

MERICANS  spent  $36,000,000  more  for  canned 
foods  during  1937  than  during  the  peak  year 
1929.  Did  they  spend  more  or  less  during  1939  ? 
The  answer  to  this  question  will  be  provided  by  the 
U.  S.  Bureau  of  Census  about  July,  1940,  when  it  has 
completed  the  tabulating  of  nation-wide  figures  on  the 
canning  industry  to  be  gathered  through  its  biennial 
Census  of  Manufacturers.  The  census  taking  begins 
January  2,  1940. 

The  actual  figures  for  1937,  disclose  that  3,097 
establishments,  engaged  in  canning  and  preserving 
fruits,  vegetables,  fish  and  other  seafoods,  turned  out 
$867,337,000  in  products.  In  1929  approximately  250 
more  factories  market  $36,000,000  less  of  goods. 

Since  the  low  ebb  year  1933,  canning  production  has 
increased  over  80  per  cent,  or  in  round  figures,  by 
$387,000,000. 

The  industry  during  1937  gave  employment  to 
167,000  which  was  approximately  44,000  more  than 
eight  years  before,  and  70,000,  or  nearly  65  per  cent 
more  than  in  1933. 


During  the  four  years  from  1933  to  1937,  canning 
workers’  wages  more  than  doubled,  catapulting  104 
per  cent.  The  1937  payroll  was  $29,000,000  more  than 
in  1929. 

The  greatest  advancement  during  those  eight  years 
occurred  in  the  fruit  and  vegetables  canning  field.  The 
value  of  products  marketed  during  1937  topped  the 
1929  figures  by  $38,000,000,  while  wage  earners  poc¬ 
keted  $30,000,000  more. 

Armed  with  special  schedules  designed  to  cover  147 
specific  fields,  12,000  enumerators  will  personally  con¬ 
tact  manufacturers  and  assist  them  in  filling  out  the 
blanks.  Completed  questionnaires  will  be  turned  over 
to  district  supervisors,  who,  after  inspecting  the 
answers,  will  relay  them  to  Washington. 

The  work  of  tabulating  will  not  commence  until  all 
reports  are  in  and  found  satisfactorily  filled  in.  When 
the  field  work  is  completed,  high-speed  tabulating  and 
calculating  machines,  most  of  them  invented  by  Census 
Bureau  technicians,  will  begin  the  work  of  adding  up 
the  figures.  Preliminary  figures  will  be  released  for 
publication  as  quickly  as  possible.  The  Bureau  expects 
to  have  statistics  by  states,  counties  and  cities  and 
towns  of  over  2,500  available  long  before  the  end  of 
1940. 

A  committee  of  representative  canned  foods  manu¬ 
facturers  co-operated  with  the  Bureau  in  selecting 
questions  to  be  included  in  the  schedules.  No  question 
was  included  which  did  not  have  direct  bearing  on  a 
vital  phase  of  the  industry. 

The  general  schedule  requests  routine  information 
on  number  of  establishments ;  number  of  salaried 
employes  and  wage  earners ;  total  amount  of  wages  and 
salaries;  value  of  products  and  value  added  by  manu¬ 
facturers;  costs  of  material;  amount  of  fuel  and  elec¬ 
tric  energy  consumed  and  power  equipment  used  and 
expenditure  for  plant  and  equipment.  In  addition,  in 
the  case  of  the  canning  industry,  manufacturers  will 
be  requested  to  report  in  dollars  their  turn-over  of 
specific  products.  Similarly,  under  146  other  special 
schedules,  inquiries  covering  production  figures  for 
over  400  manufacturing  industries  will  be  made. 

No  government  agency  so  jealously  guards  the  con¬ 
tents  of  individual  reports  as  the  Census.  The  law 
requiring  the  taking  of  periodic  census  on  the  nation’s 
population,  resources  and  business  activities  specifically 
charges  the  Bureau  not  to  reveal  information  of  confi¬ 
dential  nature.  No  agency  or  person  in  or  out  of  the 
government  is  permitted  access  to  individual  reports 
under  any  circumstances.  Only  sworn  census  employes 
handle  the  returns. 

This  is  the  nation’s  twenty-third  manufactures 
Census.  The  first  was  taken  in  1810,  in  conjunction 
with  the  Third  Decennial  Population  Census.  There¬ 
after  manufacturers  were  enumerated  each  ten  years 
until  1900,  when  the  intervals  were  changd  to  five  years 
in  response  to  nation-wide  requests.  In  1919,  manu¬ 
facturers  prevailed  upon  the  Bureau  to  take  the  census 
biennially. 

The  Manufactures  Census  covers  only  establishments 
with  an  annual  production  of  $5,000  or  over.  Those 
establishments  doing  less  business  will  be  covered 
under  the  Census  of  Business  which  will  be  conducted 
concurrently  with  the  Manufactures  Census. 
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Universal 

PLUNGER  FILLER 


For  filling  Tomato  Products  light 
and  heavy,  Pumpkin,  Soups  of  differ¬ 
ent  kinds.  Baby  Foods,  Liguids, — 
Dog  Foods,  etc. 

★ 

Designed  for  high  speed,  200  cans 
or  more  per  minute. 

★ 

One  hand  wheel  universally  ad¬ 
justs  the  fill. 

★ 

Runs  very  smooth.  No  waste.  Accur¬ 
ate  fill. 

★ 

No  mashing  of  product. 

★ 

Either  chute  or  worm  and  disc  feed. 


AYARS  MACHINE  COMPANY 

Salem,  New  Jersey 


provides  instant  protection  for 


INCREASING 


12  pockets 


o'l'U  iTiicaigan  Ave., 
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A  Phase  of  Co-Operative  Advertising 

By  ^^BETTER  PROFITS^* 

Special  Correspondent  of  *'The  Canning  Trade” 


SUBSCRIBER  from  Minnesota  writes: 

“Some  time  ago  we  decided  to  take  on  a  campaign 
of  support  for  those  worthwhile  groups  of  retail 
grocers  advertising  co-operatively.  Almost  at  once  we  ran 
into  difficulties  when  determining  the  basis  on  which  we 
would  pay  for  this  suport.  Some  wholesalers  sponsoring 
such  groups  wanted  us  to  pay  so  much  per  case  on  all  ship¬ 
ments  to  them,  no  matter  how  much  or  how  little  was  sold 
by  group  members.  Others  were  willing  we  pay  on  an 
agreed  upon  percentage  of  total  purchases.  It  seems  to  us 
that  whatever  we  do,  we  should  pay  alike.  The  question  is, 
can  we  legally  pay  on  all  shipments  when  not  all  the  goods 
are  sold  by  members  participating  in  the  advertising  weekly?” 

The  writer  is  not  a  lawyer  by  any  means  but  is 
familiar  with  current  practices  in  the  payment  of 
advertising  allowances,  for  black  and  white  advertising 
legitimately  run  in  support  of  products  the  manufac¬ 
turers  of  which  feel  co-operative  advertising  really 
pays  the  principal  who  believes  in  it.  Today  there  are 
two  schools  of  thought  in  this  matter.  One  body  pays 
only  for  the  amount  of  support  they  receive  from  the 
actual  advertising  group  as  evidenced  by  probable  ship¬ 
ments  to  them.  The  other  pays,  usually,  so  much  per 
case  for  advertising  on  all  shipments  to  the  sponsoring 
wholesaler.  In  either  case,  both  bodies  are  probably 
getting  their  money’s  worth.  The  question  at  issue 
is,  which  is  gradually  getting  an  inside  track  in  the 
support  of  retailers,  the  one  which  pays  on  part  of  the 
shipments  to  a  grocery  jobber  or  the  one  that  pays  on 
the  total  ? 

The  Robinson-Patman  bill  has  been  in  effect  long 
enough  for  plenty  of  suits  to  have  been  brought  against 
wholesalers  and  manufacturers  thought  to  be  violating 
the  letter  or  the  spirit  of  the  law.  In  no  case  so  far 
have  I  learned  of  any  suits  brought  because  a  canner, 
or  other  manufacturer,  pays  an  advertising  allowance 
on  total  shipments  to  a  distributor,  even  though  only 
a  part  of  them  is  sold  to  retailers  who  are  members 
of  a  wholesaler-sponsored  advertising  group.  Nor  will 
you  be  very  apt  to  hear  of  such  suits  as  long  as  the 
advertising  arrangement  is  available  to  all  who  render 
a  like  service,  to  both  chains  or  super  markets,  and 
to  the  independent  jobber  and  retailer  alike. 

Frankly,  I  can  see  no  valid  reason  why  a  canner  or 
manufacturer  should  pay  advertising  allowances  on 
only  the  goods  supposed  to  be  distributed  by  an  adver¬ 
tising  group,  and  thereby  restrict  payments  to  the 
sponsor  or  his  membership  interested  in  creating  con¬ 
sumer  demand  and  increased  sales  of  the  products 
advertised.  If  the  group  has  been  organized  for  any 
length  of  time,  if  the  advertising  service  performed  has 
merit,  certainly  leading  retail  dealers  outside  of  the 
group  follow  advertising  leads  of  the  group  in  the  mar¬ 
ket.  If  the  schedule  is  worth  the  paper  it  is  written 
on  it  has  a  distinct  effect  on  the  sales  of  the  product 


advertised.  There  can  be  no  question  but  what  all 
customers  of  a  wholesaler  sponsoring  an  advertising 
group  watch  the  ads  of  the  sponsored  group,  and  when 
it  secures  distribution  on  an  article  and  advertises  it, 
they  follow  suit.  This  has  been  proven  so  many  times 
further  proof  is  not  necessary.  As  long  as  this  is  the 
case,  certainly  the  canner  or  manufacturer  paying  an 
advertising  allowance  on  total  purchases  by  a  jobber 
will  eventually  forge  ahead  in  sales. 

Looking  at  the  matter  from  an  unpredjudiced  view¬ 
point,  the  allowance  is  supposed  to  be  paid  for  adver¬ 
tising  by  the  sponsored  group.  In  reality  the  arrange¬ 
ment  is  made  with  the  wholesaler  who  has  a  number 
of  customers  who,  we  will  say,  publish  a  co-operative  ad 
each  week.  This  advertising  serves  to  popularize  the 
goods  advertised,  sales  naturally  increase.  The  pay¬ 
ment  of  course,  can  only  be  made  to  those  wholesalers 
sponsoring  advertising  groups.  As  long  as  the  group 
does  all  the  advertising  of  a  particular  nature,  say 
publish  the  only  newspaper  ad  run  by  the  customers  of 
a  certain  wholesaler,  it  would  seem  only  fair  that  the 
jobber  or  the  group  be  paid  on  all  shipments  to  the 
jobber.  Even  if  this  is  done  no  just  criticism  can  be 
leveled  at  the  practice  by  the  jobber  who  does  not 
sponsor  an  advertising  group.  He  is  priviliged  at  any 
time  to  form  one,  and  when  he  does  he  is  eligible  for 
advertising  allowance  payments. 

The  best  legal  minds  in  the  canning  and  food  manu¬ 
facturing  business  will  no  doubt  continue  for  some  time 
to  fail  to  agree  on  this  point,  but  if  we  can  judge  of 
what  will  happen  in  the  future  by  what  has  gone 
before,  we  can  depend  on  more  and  more  principals 
finally  agreeing  to  make  payments  of  a  stated  amount 
per  case  on  total  shipments  to  a  distributor  even  though 
only  a  part  of  the  goods  are  finally  sold  by  group  mem¬ 
bers.  In  the  meantime  any  canner  expecting  to  develop 
closer  co-operation  among  retail  customers  of  a  dis¬ 
tributor  will  do  well  to  carefully  consider  the  advisa¬ 
bility  of  paying  for  co-operative  advertising.  That  is, 
if  the  jobber  sponsors  a  voluntary  group.  In  some 
instances  we  find  agressive  retail  grocers  putting  on 
anniversary  sales,  closing  out  the  season  sales,  stock- 
up  sales  and  so  on.  These  are  usually  supported  by 
handbill  advertising  at  least,  in  some  cases,  where  the 
distributor’s  business  warrants,  newspaper  advertising 
as  well.  In  many  such  cases  the  representatives  of  all 
canners  and  manufacturers  calling  on  the  customer  are 
asked  to  support  the  ads. 

Giving  support  in  these  instances  is  all  right  if  the 
support  is  arranged  for  with  the  retailer  and  payments 
made  through  the  jobber  sponsoring  the  group.  And 
of  course  from  the  unexpended  advertising  balance 
available  to  the  distributor.  It  is  only  fair  that  matters 
be  worked  out  in  this  way.  After  all,  the  voluntary 
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group  is  only  loosely  held  together  for  the  purpose  of 
doing  more  and  better  advertising  for  less  money  in 
a  group  than  a  single  dealer  can  afford.  Every  time  a 
canner’s  or  manufacturer’s  representative  pays  out 
money  to  a  retailer  direct  for  advertising  he  helps  to 
weaken  that  dealer’s  confidence  in  and  dependence  on  a 
group,  no  matter  how  strong  it  may  seem  to  be.  Let 
this  practice  continue  long  enough  and  more  and  more 
dealers  get  the  idea  they  are  wasting  time  advertising 
in  a  group,  that  they  are  able  to  get  advertising  allow¬ 
ances  in  support  of  their  own  individual  advertising  and 
that  they  will  get  ahead  faster  if  they  leave  the  group. 
This  of  course,  is  not  true  of  the  average  well  managed 
group  of  voluntary  co-operative  advertisers. 

While  we  are  on  this  subject  of  voluntary  co-opera¬ 
tive  advertising,  if  and  when  you  engage  in  it,  try  and 
meet  your  bills  for  advertising  promptly  when  pre¬ 
sented.  It  may  be  you  will  feel  that  if  you  pay  them 
quarterly  you  will  be  doing  well  enough,  and  that  you 
will  find  it  will  be  quite  satisfactory  to  the  average 
group.  We  do  find,  however,  some  manufacturers  and 
canners  too,  who  apparently  like  to  hold  onto  money 
due  for  ads  completed  as  long  as  possible.  Quite  often 
you  find  voluntary  groups  operating  separately  from 
their  sponsors  as  far  as  finances  are  concerned.  In 
the  main  they  are  able  to  stand  on  their  own  feet  and 
payments  from  manufacturers  and  members  take  care 
of  operating  expenses.  Whenever  you  find  a  situation 
such  as  this,  take  particular  care  to  pay  all  invoices 
for  advertising  promptly.  Do  this  and  you  will  have 
a  decided  edge  on  the  advertiser  who  pays  his  bills 
several  months  after  they  are  due. 

This  column  has  lately  pointed  out  that  the  average 
retail  dealer  bought  heavily  of  canned  foods  early  in 
the  fall ;  that  prices  at  retail  have  advanced  somewhat, 
that  sooner  or  later  we  will  have  to  see  steps  taken  to 
move  from  the  retail  grocer’s  shelves  the  goods  he 
bought  in  expectation  of  further,  drastic  advances  in 
price.  No  one  can  tell  when  this  time  will  come  but 
you  are  very  apt  to  be  concerned  when  the  merchandis¬ 
ing  of  foods  at  retail  requires  a  shot  in  the  arm!  If 
you  have  not  been  doing  co-operative  advertising,  such 
a  campaign  may  help  get  your  goods  started  to  the  con¬ 
sumer.  It  will  be  worth  trying  at  any  rate,  quite  pos¬ 
sibly  by  getting  into  the  game  with  your  financial 
support  you  will  create  enough  added  co-operation  and 
secure  enough  additional  support  for  your  brands  to 
warrant  your  continuing  such  merchandising  support 
as  a  part  of  your  regular  sales  and  merchandising  plans. 
Don’t  worry  over  possible  difficulties  you  may  en¬ 
counter.  The  law  generally  allows  a  dog  his  first  bite, 
even  if  you  do  make  an  honest  mistake,  you  probably 
will  not  be  thrown  directly  into  jail  as  soon  as  it’s  found 
out! 

Your  sales  and  profits  will  no  doubt  increase  as  you 
engage  in  payments  for  co-operative  advertising! 

MEYERS  TAKES  OVER  BOHANNON  PLANT 

Details  have  been  completed  for  the  sale  of  the  J.  M.  Bohannon 
Canning  Company  plant  at  Edinburg,  Texas,  to  Charles  J. 
Meyers  and  Hoyt  Meyers,  for  years  engaged  in  the  canning 
business  at  Marshfield,  Missouri.  The  Meyers  Company  will 
continue  the  operation  of  this  plant  as  has  Bohannon  in  the 
past.  The  sale  of  the  Edinburg  plant  will  not  affect  the  opera¬ 
tions  of  the  Bohannon  Company,  who  will  move  their  main 
offices  to  Mission,  Texas,  and  will  continue  to  operate  their 
other  plants  within  the  State. 


THE  PROCESSION 


In  every  industry  there  is  always  some  leader  whose  products 
are  in  an  enviable  class  by  themselves;  and  we  are  proud  that 
the  canners  of  America  have  awarded  this  position  in  their 
industry  to  the  equipment  of  Food  Machinery  Corporation. 
One  such  machine  is 


LEWIS  QUALITY  GRADER 


FOR  PEAS 


which  separates 
the  tenderest 
peas  from  the 
others  by  gravi¬ 
ty  —  with  hair¬ 
line  accuracy. 


With  the  Lewis, 
top  quality  and 
top  prices  are  as- 
sured.  Simple 
and  compact, 
easily  installed. 


Mail  the  coupon 
for  complete 
details. 


Modern  Canning  Equipment  for  All  Food  Products 

mm 


Sprague-Sells  Division 
HOOPESTON,  ILLINOIS 

_ MML  COUPON  TODAY  I _ 

FOOD  MACHINERY  CORPORATION 

(Sprague-Sells  Division)  HOOPESTON,  ILL. 

Please  send 

□  Full  details  of  the  Lewis  Quality  Grader. 

□  Your  Complete  General  Catalog. 

Name _ 

Firm _  _ _ _ _ 

Address _ 

_ _ 


State . 
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DISTRIBUTORS  ACTIVITY 

By  “OBSERVER” 

Special  Correspondent  of  “The  Canning  Trade” 


F.  T.C  AND  PRICE  MAINTENANCE 

HERE  is  growing  belief  in  retail  fields  that  the 
Federal  Trade  Commission  may  cooperate  in  ex¬ 
tending  the  use  of  price-maintenance  contracts 
under  Fair  Trade  laws  in  various  states.  The  commis¬ 
sion  has  shown  opposition  to  such  state  fair  trade  acts 
in  the  past,  but  those  who  have  conferred  with  its 
members  recently  assert  that  the  Commission  would 
not  be  hostile  to  a  practical  plan  of  cooperation. 

Manufacturers  who  do  not  enforce  minimum  price 
contracts  currently  have  an  advantage  over  competitors 
who  do  avail  themselves  of  the  price  laws,  it  is  pointed 
out,  and  it  is  suggested  that  trade  practice  conferences 
be  held  in  various  industries  under  Federal  Trade  Com¬ 
mission  sponsorship.  At  these  conferences  agreements 
would  be  drawn  up  calling  for  resale  price  agreements. 
If  adopted  by  industry-wide  vote  the  Commission  would 
then  step  in  and  enforce  the  codes. 

LABELING  REQUIREMENTS  POSTPONED 

HE  Department  of  Agriculture  has  published  a 
tentative  regulation  designed  to  carry  out  the 
provisions  of  the  Lea  Extension  Act  to  the  Food, 
Drug  and  Cosmetic  Act.  The  Lea  Act  postponed  label¬ 
ing  requirements  of  the  Food  and  Drug  Law  until 
January  1,  1940,  and  provided  further  postponement  if 
necessary  until  July  1,  1940.  Under  this  regulation 
an  exemption  or  postponement  is  granted  until  July  1, 
1940,  from  the  labeling  requirements  with  respect  to 
any  stock  of  labels  that  was  manufactured  prior  to 
February  1,  1939,  or  to  any  containers  bearing  labels 
which,  prior  to  the  latter  date,  were  lithographed  or 
otherwise  placed  on  or  in  such  containers. 

FIVE-DAY  WEEK  FOR  WHOLESALERS 

0  keep  within  the  recent  decree  under  the  Wages 
and  Hours  Law,  wholesale  grocery  firms  are  going 
on  a  five-day  a  week  basis,  thereby  complying  with 
the  42-hour  weekly  requirement  which  is  now  effective. 
Three  of  the  largest  wholesale  organizations  at  New 
York,  Francis  H.  Leggett  &  Company,  A.  Krasne,  and 
Seeman  Brothers,  have  announced  that  they  are  closing 
their  offices  and  plants  on  Saturdays.  Other  leading 
jobbers  have  not  yet  made  their  decision,  although  it 
is  indicated  that  they  will  take  similar  steps. 

As  Saturday  has  in  recent  years  become  more  or  less 
of  a  business  holiday  in  the  food  distributing  trades 
excepting  the  actual  closing  down  of  the  wholesale 
houses,  the  move  is  welcomed  by  the  trade  generally. 


FOOD  EXPENDITURES  AND  INCOME 

OOD  claimed  by  far  the  largest  share  of  the  income 
received  by  American  consumers,  it  is  shown  in  a 
study  of  consumer  expenditure  just  issued  by  the 
National  Resources  Committee  in  Washington  and  sent 
to  the  President  by  the  National  Resources  Planning 
Board.  Of  the  total  income  of  $59,300,000,000,  food 
accounted  for  approximately  $17,000,000,000,  or  29  per 
cent. 

Almost  $15,000,000,000  of  this  amount  represented 
money  expenses  for  food  purchased  in  stores  and 
restaurants,  while  about  $2,000,000,000  covers  the 
imputed  value  of  home-produced  food.  Housing  came 
second  with  $9,500,000,000,  or  16  per  cent  of  income, 
and  household  operation  formed  the  third  largest  item 
at  $5,300,000,000,  or  9  per  cent  of  the  total. 


WILLIAMS  EXPLAINS  RETIREMENT 

INCE  the  acquisition  of  R.  C.  Williams  &  Co.  by 
Jaburg  Brothers,  the  firm’s  business  has  materially 
increased,  said  Arthur  P.  Williams  in  an  address 
last  week  before  the  National-American  Wholesale 
Grocers  Association  at  New  York.  During  September, 
he  stated,  the  wholesale  firm’s  business  increased  75 
per  cent,  “which  is  a  pretty  good  start.” 

Mr.  Williams  discussed  his  retirement  from  the  firm 
with  which  he  was  associated  for  45  years,  saying  he 
had  decided  to  retire  in  order  to  gain  a  “certain  period 
of  time  when  I  could  be  completely  free  of  business 
responsibilities.”  His  “vacations”  were  really  strenu¬ 
ous  vacations  which  carried  him  in  the  past  to  all  parts 
of  the  world. 

Mr.  Williams  recalled  the  time  when  his  firm  pur¬ 
chased  a  half-million  dollars  worth  of  Yukon  fancy 
salmon  in  conjunction  with  Seeman  Brothers,  and  the 
occasion  when  he  brought  back  185,000  cases  of  Ameri¬ 
can  canned  corn  from  France,  five  years  after  the  close 
of  the  World  War.  That  this  corn  was  still  in  a  great 
part  marketable  is  a  tribute  to  the  American  corn  can- 
ners,  Mr.  Williams  said. 

TIDEWATER  WHOLESALERS  TO  MEET 

NITED  STATES  SENATOR  HARRY  FLOOD 
BYRD  of  Virginia  will  address  the  sixth  annual 
meeting  of  the  Tidewater  Wholesale  Grocery  and 
Feed  Association  on  November  16  at  Suffolk,  Va.  T. 
W.  Marshall,  president,  will  preside. 


The  CRCO  American 
Pasteurizers  Are  So  Designed 
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Bulletin  AP-1  Gives  All  Details 


THE  SINCLAIR -SCOTT  COMPANY 

“The  Original  Grader  Haute” 

BALTIMORE,  MARYLAND 


NO  OVER-HEATING 
NO  BURNING-ON 


HEX-RO  CLEANER 


The  canner  using  Hex-Ro  to  remove  foreign  matter, 
such  as  pieces  of  pods,  vines,  etc,  from  vined  peas 
or  lima  beans  or  for  cleaning  v^hole  grain  corn  is 
assured  of  a  higher  quality  and  a  better  price  for 
the  canned  article. 


Atk  for  explaination 


Send  For  the  complete  details  oF  these 
CRCO  American  Pasteurizers.  See  For 
yourselF  why  their  eFFicency  is  not  to  be 
compared  to  the  batch  or  open  kettle  way 
oF  heatins.  Your  response  will  be  siven 
immediate  attention. 


Chlsholni’Hifilei'Co. 


NIAGARA  FALLS,  N.  Y.  CHICAGO.  ILL.  SEATTLE,  WASH. 

COLUMBUS.  WIS.  JAS.  Q.  LEAVITT  &  CO..  OGDEN,  UTAH 
A.  K.  ROBINS  &  CO..  BALTIMORE.  MD. 

166  W.  D.  CHISHOLM.  NIAGARA  FALLS.  CANADA 


THAT  THERE  CAN  BE 
NO  SCORCHING 


Both  oF  these  CRCO  American  models  are  designed 
For  liquids  and  semi-liquids  where  a  deFinite  tem¬ 
perature  is  required.  The  simple  design  and  the 
operation,  plus  the  Thermostatic  Control  will  satis- 
Factorily  answer  your  problems. 


A  Iways  Dependable ! 

OLD  FAITHFUL  BRAND 

Seed  Peas  For  Canning  and  Freezing 

GALLATIN  VALLEY  SEED  CO. 

BOZEMAN,  MONTANA 


ARTISTIC 

COLOR 

PRINTING 

VARNISHED 

AND 

EMBOSSED 

LABELS 
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GRAMS  of  INTEREST 


BERLIN-CHAPMAN  OFFERING  NEW  FILLERS 

Beiiin-Chapman  Company,  Ber¬ 
lin,  Wisconsin,  have  announced  a 
new  line  of  filling  machines  for 
the  filling  of  all  manner  of  prod¬ 
ucts,  which  they  will  exhibit  at 
the  January  Convention.  The  five 
fillers  which  now  complete  their 
line  are:  The  Chapman  Pressure 
Filler,  a  new  development  for 
cream  style  corn,  pumpkin,  dog 
food,  molasses  and  other  such 
products.  The  Chapman  Syruper 
Filler,  a  machine  which  the  com¬ 
pany  has  been  offering  for  the 
past  three  years,  for  the  brining 
of  all  fruits,  vegetables  and  for  the  filling  of  juices  and  liquids 
in  which  have  been  made  several  new  and  important  changes. 
The  Chapman  Granular  Filler  for  peas,  whole  grain  corn,  pork 
and  beans,  lima  beans,  diced  carrots  and  other  such  products  is 
completely  new  in  design.  The  Chapman  Hand  Pack  Filler  for 
tomatoes,  string  beans,  spinach,  kraut  and  all  diced  products 
and  the  Chapman  Volumetric  Filler  which  incorporates  a  new 
departure  from  the  old  method  of  using  displacement  for 
accuracy  of  fill  is  designed  for  filling  of  oils,  all  juices  and 
liquids  of  light  viscosity.  All  of  these  filling  machines  embody 
the  latest  time  saving  features  plus  accurate  performance  and 
will  unquestionably  prove  a  noteworthy  attraction  at  the  ma¬ 
chinery  exhibition,  which  promises  to  be  one  of  the  best  in  years. 

LEGGETT  OPENS  NEW  CHICAGO  DIVISION 

S.  W.  Fish  will  supervise  operations  of  the  newly  opened 
division  of  Francis  H.  Leggett  and  Company  at  310  W.  Polk 
Street,  Chicago. 

HAWAIIAN  PINEAPPLE  SHIPMENTS  INCREASED 

An  estimated  16,000,000  cases  of  pineapple  and  juice  wei'e 
shipped  during  the  first  nine  months  of  this  year,  compared  with 
11,600,000  cases  shipped  from  January  through  to  September  of 
1938,  according  to  the  American  Chamber  of  Commerce  at 
Honolulu.  Shipments  of  canned  pineapple  and  juice  during 
September  are  estimated  at  3,000,000.  cans,  compared  with 
600,000  cases  during  September  of  1938. 

NEW  CANNERY 

The  new  plant  of  the  Lee  County  Packing  Company  being 
erected  at  Fort  Myers,  Florida,  is  expected  to  be  ready  for  opera¬ 
tion  by  November  15th. 

RECORD  TURKEY  CROP 

The  1939  turkey  crop  is  the  largest  of  record — almost  32 
million  birds.  This  is  22  per  cent  larger  than  the  1938  crops  of 
over  26  million  birds,  according  to  the  Agricultural  Marketing 
Service  at  Washington.  Cold  storage  holdings  on  September  1st 
were  almost  double  those  of  the  same  date  last  year — 10,808,000 
pounds,  compared  with  5,711,000  pounds  on  September  1st,  1938. 

McGrath  in  wage-hour  suit 

Metropolitan  canners  are  awaiting  with  interest  the  result  of 
a  suit  started  against  the  H.  J.  McGrath  Company  of  Baltimoi’e 
by  the  Wage  and  Hour  Division  of  the  U.  S.  Department  of 
Labor,  seeking  to  enjoin  the  company  of  alleged  violation  of  the 
law.  McGrath’s  big  plant  being  located  in  the  City  of  Baltimore 
is  not  within  the  “area  of  production.” 


MINOT  FOOD  PACKERS  MAY  MOVE 

Consideration  is  being  given  to  the  moving  of  the  plant  of 
Minot  Food  Packers,  Inc.,  of  Hammonton,  New  Jersey,  to  Vine- 
land,  New  Jersey,  depending  upon  receipt  of  State  aid  for  the 
installation  of  a  sewage  disposal  project. 

FIRE  DESTROYS  CANNED  FRUITS 

Fii-e  on  November  4th  destroyed  a  storage  shed  of  the  Pratt- 
Low  Preserving  Company  at  Redwood  City,  California,  with  a 
loss  of  about  $50,000  to  canned  and  dried  fruits. 

NEW  JUICE  FIRM 

The  Victoria  Fruit  Juice  Company  has  been  organized  at 
Victoria,  British  Columbia  by  Arthur  Allen,  formerly  with  the 
Canadian  Packers,  Ltd.,  of  Toronto. 

DEL  MONTE  OPENING  PRICES  OUT 

Formal  opening  prices  on  canned  fruits  were  brought  out  by 
the  California  Packing  Corporation  under  date  of  October  30th, 
these  supplanting  the  tentative  prices  that  had  been  in  effect. 
The  new  prices  are  for  shipment  to  December  31st.  Some  prices 
were  advanced,  especially  on  apricots  and  pears  and  on  prepared 
prunes.  The  Del  Monte  list  shows  quite  a  number  of  with¬ 
drawals  on  heavy  selling  items  in  apricots,  peaches  and 
strawberries. 

THE  SCIMETER  CLUB  BOOSTS  CANNED  FOODS 

OR  the  third  year  in  succession  the  Scimeter  Club 
has  tendered  a  dinner  to  its  members  and  guests,  at 
the  Emerson  Hotel,  Baltimore,  with  the  direct  pur¬ 
pose  of  talking  and  explaining  canned  foods.  Conse¬ 
quently  the  ladies  are  invited,  and  do  they  like  it? 
About  75  of  them  attended  the  dinner  on  Monday  the 
6th,  and  all  received  packages  of  canned  foods,  as 
samples,  or  as  evidence  providing  the  “Eating  there¬ 
of.”  Lives  there  a  canner  who  has  completely  con¬ 
verted  his  household  and  his  relatives  to  the  use  of 
canned  food? 

Miss  Marjorie  H.  Black,  of  the  Home  Economics 
Division  of  the  National  Canners  Association,  was  the 
sole  speaker  of  the  occasion,  and  she  not  only  gave  a 
splendid  presentation  of  what  canned  foods  are,  but 
likewise  gave  valuable  information  on  how  to  use  them. 
And  she  submitted,  very  gracefully,  to  a  long  series  of 
questions  or  quizzes,  about  this  form  of  food. 

Since  there  were  more  than  150  present  at  the  dinner 
it  can  be  seen  that  this  is  doing  good  work  for  the 
cause,  for  we  happen  to  know  that  not  a  few  canners, 
themselves,  need  prodding  on  their  faith  in  canned 
foods. 

Carl  Cooling,  Vice-President  of  the  National  Can  Cor¬ 
poration,  is  President  of  the  Scimeter  Club,  and  ever 
popular  E.  E.  (Pinky)  Langrall  is  illustrious  Potentate 
of  Boumi  Temple,  and  the  industry  is  largely  repre¬ 
sented  in  one  or  both.  They  set  a  good  example  to 
others,  for  canned  foods,  despite  the  ten  billion  cans 
used  annually,  still  have  a  long  way  to  go  before  all  con¬ 
sumers  take  them  as  they  should,  with  complete 
confidence  as  the  best  and  safest  foods  obtainable. 


Berlin-Chapman  Pressure  Filler 
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LABELING  REQUIREMENTS  POSTPONED 
Department  of  Agriculture 

FOOD  AND  DRUG  ADMINISTRATION 

EFFECTIVE  DATE  OF  CERTAIN  LABELING  PROVISIONS  OF  THE 
FEDERAL  FOOD,  DRUG,  AND  COSMETIC  ACT  TEMPORARILY  POST¬ 
PONED  IN  CERTAIN  CASES. 

October  28,  1939. 

To  whom  it  may  concern: 

The  following  proposed  regulation  temporarily  postponing  the 
effective  date  of  the  labeling  provisions  of  the  Federal  Food, 
Drug,  and  Cosmetic  Act,  pursuant  to  the  authority  of  the  Act 
of  Congress  approved  June  23,  1939  (Public — No.  151 — 76th 
Congress),  is  announced  for  the  purpose  of  giving  notice  to  all 
interested  persons. 

The  Department  desires  to  have  the  benefit  of  suggestions 
and  constructive  criticisms  from  consumers,  interested  industries, 
and  others  before  this  regulation  is  formulated  for  promulga¬ 
tion.  All  interested  persons,  therefore,  are  invited  to  submit 
their  expressions  by  letter  not  later  than  November  15,  1939. 
[SEAL]  Harry  L.  Brown, 

Acting  Secretary  of  Agriculture 
§  9.01  Effective  date  of  certain  labeling  provisions  of  the 
Federal  Food,  Drug,  and  Cosmetic  Act  temporarily  postponed 
in  certain  cases.  (Consult  the  1939  Almanac  of  the  Canning 
Industry,  page  21  et.  seq.).  (a)  The  effective  date  of  the  pro¬ 
visions  of  sections  403  (e)  (1);  403  (g),  (h),  (i),  (j)  and  (k) ; 
502  (b),  (d),  (e),  (f),  (g)  and  (h),  and  602  (b)  of  the  Federal 
Food,  Drug,  and  Cosmetic  Act  is  hereby  postponed  to  July  1, 
1940,  with  respect  to  any  stock  of  lithographed  labeling  which 
was  manufactured  prior  to  February  1,  1939,  and  to  containers 
bearing  labeling  which,  prior  to  February  1,  1939,  was  litho¬ 
graphed,  etched,  stamped,  pressed,  printed,  fused  or  blown  on 
or  in  such  containers,  if — 

(1)  each  unit  of  such  stock  is  identical  with  every  other  unit 
thereof ; 

(2)  such  stock  is  used  by  the  person  for  whom  it  was  manu¬ 
factured  ; 

(3)  the  quantity  of  such  stock  held  by  such  person  on  January 
1,  1940,  equals  or  exceeds  that  used  by  him  during  any  period 
of  three  consecutive  months  since  January  1,  1939; 

(4)  such  person  keeps  until  July  1,  1941,  complete  records, 
showing  the  quantity  of  such  stock  held  by  him  at  the  beginning 
and  end  of  such  three-month  period; 

(5)  such  person  makes  such  records  available  at  all  reasonable 
hours  until  July  1,  1941,  to  any  officer  or  employee  of  the  Food 
and  Drug  Administration  who  requests  them; 

(6)  non-compliance  with  the  sections  of  the  Act  hereinbefore 
specified  does  not  make  such  labeling  misleading  by  reason  of  its 
failure  to  reveal  facts  material  in  tbe  light  of  representations 
made  or  suggested  by  statement,  word,  design,  device  or  any 
combination  thereof  in  such  labeling,  or  material  with  respect 
to  consequences  which  may  result  from  the  use  of  the  article 
to  which  such  labeling  relates  under  the  conditions  of  use  pre¬ 
scribed  in  such  labeling  or  under  such  conditions  of  use  as  are 
customary  or  usual,  and 

(7)  such  labeling  would  have  complied  with  the  requirements 
of  the  Federal  Food  and  Drugs  Act  of  June  30,  1906,  as 
amended. 

Others  apply  to  drugs. 

40  PER  CENT  INCREASE  IN  CAN  SALES 

Sales  of  the  Pacific  Can  Company,  San  Francisco,  California, 
show  an  increase  of  40  per  cent  for  the  first  ten  months  of  the 
year,  compared  with  the  corresponding  period  last  year. 

SEEK  JUICE  MAKING  EQUIPMENT  AND  TINPLATE 

The  Overseas  Trading  Company  with  offices  at  16  Beaver 
Street,  New  York  City,  advise  that  one  of  their  South  American 
connections  is  seeking  to  purchase  equipment  for  a  complete 
plant  for  the  making  and  bottling  of  tomato  juice  of  a  capacity 
of  50,000  bottles  per  month,  as  also  one-half  million  sheets  of 
tin  plate  packed  for  export  shipment. 

$250,000  FIRE  LOSS 

The  plant  of  the  Benecia  Canning  Company  at  Benecia,  Cali¬ 
fornia,  was  swept  by  fire  November  2nd,  with  a  loss  estimated 
at  more  than  $250,000.  The  company  had  just  completed  its 
tomato  pack  and  was  to  have  started  at  once  on  sardines. 


7  •  COMPLETE  LINE  OF 

CHAPMAN  FILLERS 

EMBODYING  THE  LATEST  TIME  SAVING  FEATURES  PLUS 
ACCURATE  PERFORMANCE,  THESE  CHAPMAN  FILLERS 
MERIT  YOUR  INVESTIGATION.  WRITE  FOR  COMPLETE 
INFORMATION  TODAY. 


CHAPMAN 
PRESSURE  FILLER 

•  For  Cream  style 
com,  pumpkin,  dog 
food,  salad  dressing, 
molasses,  etc. 


CHAPMAN 
SYRUPER  FILLER 

•  For  syruping  and 
brining  all  fruits  and 
vegetables  and  filling 
all  juices  or  liquids. 


GRANULAR  FILLER 

For  peas,  W.  G.  com,  pork  and  beans, 
lima  beans,  diced  carrots,  diced  beets,  etc. 

VOLUMETRIC  LIQUID  FILLER 

For  oils,  all  juices,  liquids  of  light  viscosity,  etc. 

HAND  PACK  FILLER 

For  tomatoes,  string  beans,  spinach,  kraut, 
diced  products,  etc. 


BERLIN  CHAPMAN  CO.  BERLIN,  WISCONSIN 

BERLIN  CHAPMAN _ 


►  A  COMPLETE  LINE  OF  CANNING  MACHINERY  FOR  ANY  PLANT 


PHILLIPS  CAS  COMPASY 

.Manufacturers  of  (Packers  Sanilarif  Cam 


.  .  Q)ivision  of  ike  . . 

PHILLIPS  PACKING  COIHPAIVY,  Inc 

'Thicken  of  J?ltiHips  Delicious  Qualiltf  Canned  ^oo9s 

CAMBRIDGE  •  MARYLASD.  C.S.  A. 


November  13,  1939 


17 


THE  MARKETS 

IN  THE  LEADING  CANNED  FOODS  CENTERS 


WEEKLY  REVIEW 

Consumer  Buying  Forcing  Good  Business — How  Some  Hems 
Stcck-up — Corn  Prices — Those  Always  Low  Price  Quotations — 
Justice  for  the  Trade  Journal- 

HE  MARKET — The  broker  will  tell  you  that  the 
canned  foods  market  is  very  quiet  and  that  buying 
will  not  likely  pick  up  again  until  after  the  turn  of 
the  year ;  but  they  will  tell  you,  also,  that  canners  are 
standing  firm  for  full  prices,  and,  if  you  can  make  them 
admit  it,  that  where  lower  prices  are  heard  the  goods 
are  generally  off  quality,  or  in  other  words  worth  only 
what  they  brought.  On  the  other  hand  canners  say 
that  they  are  doing  business  every  day,  with  a  very 
steady  outflow  of  good  volume.  And  the  fact  that 
Stcck  Statistics  show  distributors’  holdings  well  below' 
normal,  there  must  be  steady  selling  to  retailers,  and 
there  most  certainly  is  no  falling  off  in  the  retail  con¬ 
sumer  buying.  Cold  weather  not  only  gives  the  appe¬ 
tites,  but  it  brings  the  perfectly  human  inclination  to 
store  up  well  for  winter,  and  they  are  doing  just  that, 
but  for  two  reasons :  (a)  to  have  a  pantry  well  stocked, 
and  (b)  because  “they  feel  in  their  bones”  that  higher 
prices  are  coming  as  sure  as  shooting,  even  if  those 
prices  were  nipped  on  the  first  surge  upwards.  The 
writer’s  father  used  to  say  that  women’s  intuition  was 
generally  much  better  than  men’s  judgment. 

There  is  little  we  can  add  to  what  our  market  experts 
report  on  the  various  items.  The  heavy  shortage  in  the 
supply  of  green  beans  has  put  a  solid  foundation  under 
those  prices,  and  even  in  this  highly  competitive  mar¬ 
ket,  where  the  price  cutters  flock  to  get  bargains. 
Standard  cuts  are  65  cents,  unless  they  are  off  for  some 
reason,  when  621/^  cents  has  been  made.  In  other  sec¬ 
tions  higher  prices  are  the  rule,  and  how  can  lower 
prices  be  expected?  If  they  move  at  all  it  must  be 
upwards. 

Corn  is  the  surprise  of  the  year.  Most  wise-acres 
consigned  canned  corn  to  the  loss  column  for  another 
year  due  to  the  heavy  carry-over,  and  even  corn  can¬ 
ners  felt  sure  it  would  drag  along  at  or  below  cost.  The 
very  reverse  of  all  this  is  now  true;  corn  is  strong,  and 
.seemingly  gaining  strength  every  day,  for  the  carry¬ 
over  has  gone  and  with  it  a  big  slice  of  the  ’39  pack, 
and  they  are  wondering  where  enough  to  keep  the 
market  supplied  is  to  come  from. 

Peas  are  in  very  much  the  same  condition,  with  it 
now  seeming  certain  that  the  cheap,  low  quality,  stan¬ 
dards  and  run-of-pod  are  cleaned  up  to  a  greater  extent 
than  anyone  seems  to  realize.  If  you  still  have  any  of 
this  class,  there  is  a  market  for  it,  and  at  better  prices 
than  you  have  been  asking  or  there  soon  will  be. 

Tomatoes  remain  the  enigma.  The  California  pack 
is  finishing  up  light,  with  demand  for  more  than  the 


canners  wish  to  sell,  as  they  aim  to  take  care  of  their 
trade.  But  still  one  hears  of  cut  prices,  from  first  one 
section  and  then  another.  Pinned  down  it  is  admitted 
that  these  bargains  are  almost  invariably  for  poor 
quality  goods.  All  the  rest  of  the  country,  except  right 
around  here,  wants  at  least  65  cents  for  2s  standards, 
and  mostly  70  cents,  and  even  here  where  the  goods  are 
full  standards  these  prices  are  asked  and  gotten.  When 
the  tomato  market  will  get  foot  loose  from  the  con¬ 
trollers,  and  namers  of  low  prices,  is  hard  to  say,  but 
it  is  in  the  offing. 

Other  items  of  canning,  including  fruits,  fish  and  the 
more  or  less  staple  products,  like  beets  and  spinach, 
are  doing  very  well,  and  prices  are  not  only  holding 
but  hardening.  The  amount  of  goods  to  keep  the 
market  going  is  such  that  only  higher  prices  can  result, 
if  the  canners  can  bring  any  salesmanship  to  their  help. 

CANS — The  most  recent  event  of  note  has  been  the 
action  of  the  American  Can  Co.,  on  the  prices  of  cans. 
As  all  know  the  prices  of  contract  cans  have  been  based 
upon  the  price  of  tin  plate  on  January  1st  each  year, 
and  those  prices  held  through  the  year  regardless  of  the 
action  of  tin  plate.  From  now  on  the  prices  named  in 
such  contracts,  and  based  upon  the  January  1st  price 
of  tin  plate,  will  be  the  high  for  the  year;  but  if  tin 
plate  drops  down  the  contract  holder  will  be  rebated 
proportionately.  It  is  surprising  to  find  a  splendid 
business  organization  like  American  adopting  a  price- 
guaranteed-against-decline  policy,  but  we  presume  they 
are  sacrificing  thus  in  their  effort  to  carry  out  their 
age-old  plan  of  “steady  prices  for  cans,  mean  steady 
prices  for  canned  foods,”  a  slogan  they  began  business 
with  back  in  1901,  for  no  sane  man  or  company  would 
ever  sell  anything  with  a  guarantee  against  decline 
running  through  a  year,  especially  in  war  times  as  we 
now  have.  So  the  canners  have  been  given  another 
generous  gift,  with  a  guarantee  that  heads  you  win  and 
tails  we  lose. 

QUOTING  PRICES— As  a  publisher  of  a  “Trade 
Journal”  we  are  getting  tired  of  being  kicked  around 
on  market  prices.  Even  the  Government  investigation 
into  trusts,  out  of  which  came  the  above  mentioned 
price  arrangements  on  cans,  took  occasion  to  slam 
trade  journals  for  quoting  prices  incorrectly.  And 
some  of  our  Associations  have  it  on  their  program  to 
do  some  more  slamming  in  the  same  manner  this  Fall. 
In  one  instance,  and  on  many  occasions  in  the  past,  we 
are,  and  have  been,  accused  of  quoting  only  the  low, 
standard  prices,  and  neglecting  the  higher  grades  up  to 
the  Extra  Fancies,  or  Super  Sublimes.  We  are  inclined 
to  quote  one  of  the  last  remarks  made  by  Senator 
Robinson,  just  before  his  sudden  death,  when  pestered 
with  foolish  statements  or  questions,  he  retorted :  “The 
Lord  gave  you  brains,  but  God  knows  I  can’t  make  you 
use  them.” 
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Turn  to  our  market  pages,  the  only  two  pages  of 
canned  foods  prices  published,  (and  we  would  like  to 
make  you  pause  there,  to  let  that  truth  sink  in  and  all  it 
means) ,  and  see  if  you  find  a  scintilla  of  truth  in  such  a 
charge.  Note  that  in  every  item  we  quote  the  vast 
majority  of  all  grades,  and  sizes  of  cans.  No,  in  this 
latter  you  may  trip  us:  we  do  not  quote  the  157  differ¬ 
ent  sizes  of  cans,  in  all  the  items  on  which  they  are 
used.  But  would  you  suggest  that  we  do  so? 

Taking  just  the  staples,  note  that  we  quote  21  items 
of  Stringless  Beans  from  Fancy  2s  cut,  and  whole,  to 
Red  Kidney,  dry  pack.  Come  on  you  bean  canners 
rewrite  that  column  as  you  think  it  ought  to  be. 

In  canned  corn  there  are  29  quotations,  of  every 
shade  of  color  as  well  as  of  quality.  Is  that  quoting 
only  the  low  grades  and  prices  ? 

In  canned  peas  there  are  41  quotations,  and  a  lot  of 
these  kicks  have  come  from  pea  canners.  It  is  no  com¬ 
pliment  to  pea  canners  that  they  use  so  many  different 
sizes,  grades  and  varieties  that  even  the  elect  are 
fooled.  What  must  the  poor  consuming  public  be? 
How  can  pea  canners  expect  to  build  a  substantial 
market  with  so  many,  and  so  trifling,  variations  as  to 
give  any  designing  crook  wide-open  opportunity  to 
knife  the  market?  Even  in  canned  tomatoes,  the  most 
widely  used  item  of  canned  foods,  there  are  but  14 
quotations  to  present  the  whole  picture. 

Now  if  our  quotations  are  incorrect,  whose  fault  is 
it?  We  have  no  personal  interest  or  profit  possibility 
in  any  canned  foods  market  quotation ;  and  by  that  we 
mean  that  whether  you  get  10  cents  or  10  dollars  for 
the  product  we  do  not  profit  a  penny.  But  more  than 
60  years  ago  we  took  up  the  cudgels  for  your  industry, 
to  help  build  your  business  to  its  present  astounding 
position,  and  our  one  object  in  life  is  and  has  been  to 
serve  you  well,  and  to  the  best  of  our  ability.  Your 
Journal,  this  journal,  is  absolutely  free  and  inde¬ 
pendent,  why  do  you  not  co-operate  and  help  keep  those 
prices  as  genuine,  always  true  picture  of  conditions? 
And  not  spasmodically,  once  or  twice  a  year,  but  every 
week?  This  market  feature  is  the  most  bothersome, 
worrisome,  and  we  spend  more  money  on  it  than  any 
feature  in  the  paper;  but  we  stick  to  it,  because  there 
must  be  some  printed  prices  to  fall  back  upon,  or  the 
canned  foods  market  would  become  chaos.  Do  you 
realize  that? 

And  since  we  are  on  the  subject,  how  would  you 
handle  this:  Recently  the  Secretary  of  the  Wisconsin 
Canners  Association  “jumped”  us,  for  quoting  Fancy 
2s,  sweet  peas,  at  $1.20,  saying  the  price  was  ridiculous, 
as  those  peas  were  selling  at  $1.35  to  $1.45.  At  that 
very  time  one  of  that  Associations  prominent  members 
ordered  his  broker  in  Chicago  to  sell  2500  cases  of 
Fancy  2s  sweet  peas  at  $1.25. 

About  the  same  time  the  shrimp  packers  took  to  the 
air,  in  objection  to  the  prices  we  were  quoting — some 
as  low  as  $1.05  Gulf  ports,  saying  that  no  prices  were 
lower  than  $1.20  for  the  item.  At  that  very  time  can¬ 
ners  almost  within  sound  of  the  complainant’s  voice 
sold  the  same  shrimp,  laid  down  in  Baltimore  at  $1.20, 
or  very  close  to  $1.05  Gulf  port. 

Only  this  week :  the  grapefruit  canners  have  always 
been  very  touchy  about  prices,  but  not  a  bit  hesitant 
about  naming  fool  prices.  From  down  in  Texas  a  can- 


ner  quoted  55  cents  for  grapefruit  juice,  December- 
January  delivery.  When  the  broker  said  quotations 
were  about  50  cents,  that  canner  instructed  the  broker 
to  sell  at  50  cents.  We  know  nothing  about  the  princi¬ 
pals,  nor  of  the  quality  of  the  juice  to  be  delivered, 
but  what  would  you  do  in  quoting  the  grapefruit 
market  prices? 

We  hope  that  all  Canners  Conventions  will  get  into 
this  market  price  question  with  both  feet;  and  see  if 
they  cannot  build  some  kind  of  a  protecting  wall  for 
themselves,  and  v;e  will  man  that  wall  for  you,  and 
defend  it  to  the  limit.  You,  if  you  are  farmers,  read 
your  daily  papers  for  the  prices  on  eggs,  and  poultry 
or  whatever  you  have  to  sell,  and  all  Hell  and  high 
water  cannot  make  you  take  a  cent  less  than  the  daily 
paper  says.  Why  don’t  you  do  that  with  your  trade 
journal,  which  has  worked  so  long,  and  so  hard  for  you, 
and  is  willing  to  work  still  further? 

Don’t  forget  that  we  have  sat  in,  over  the  years,  at 
most  if  not  all  the  price  reporting  plans  among  can¬ 
ners;  and  if  you  have  been  one  of  those  pledged  to 
report  regularly  and  truly,  you  know  the  results.  There 
can  be  no  possible  reason  why  you  cannot  tell  us,  for 
you  do  have  faith  in  us,  as  evidenced  by  the  way  you 
regularly  and  unfailingly  read  each  issue,  and  for  other 
reasons  possibly — proved  through  the  years.  We  can 
render  that  service,  and  are  willing  to  do  so.  It  was 
with  that  in  mind  that  we  proposed  and  tried  hard  to 
institute  our  PRICE  BUREAU.  And  you  turned  it 
down! 

NEW  YORK  MARKET 

By  “New  York  Stater” 

SveHal  Corr^npondcnt  of  “The  Canning  Trade” 

Statistics  Show  Low  Prices  To  Be  Uncalled  For — Foreign  Buying 
Agents  Will  Need  Foods — Corn  In  Strong  Position — Tomato 
Prices  Ought  To  Advance — Bean  Prices  Holding — Pea  Buying 
Heavier  Than  Some  Think — Lima  Beans  Show  Strength — No 
Grapefruit  Prices  Yet — Some  Fruits  Advancing — Sardines  In 
Strong  Position — ^Tuna  In  Limited  Supply. 

New  York,  November  9,  1939. 
HE  SITUATION — Another  set  of  surprisingly 
strong  statistics  came  out  on  canned  foods  to  make 
things  a  little  harder  for  those  who  make  a  business 
of  cutting  prices.  With  canners’  stocks  reported  28.1 
per  cent  lower  on  October  1,  for  peas  compared  with 
this  time  last  year,  corn  17.6,  beans  16.6  per  cent 
lower,  it  becomes  difficult  to  reconcile  current  low 
prices  for  these  items  with  their  actual  supply  position. 

November  and  December  are  said  to  be  quiet  months 
in  canned  foods,  a  situation  due  to  inventory  accumula¬ 
tion  from  the  packs  that  have  ended,  greater  interest 
in  holiday  items,  etc.,  until  winter  demands  set  in 
during  January.  November-December  may  prove  try¬ 
ing  for  some  packers,  as  one  food  authority  pointed  out 
this  week,  as  many  may  feel  that  they  are  not  getting 
orders  because  competitors  are  underselling  them. 
Active  buying  is  certain  to  be  resumed  later  and  the 
quarterly  figures  referred  to  should  encourage  canners 
to  adhere  to  a  firm  price  policy  until  then. 

Removal  of  the  arms  embargo  has  been  followed  by 
the  creation  of  an  agency  to  coordinate  British  pur- 
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chases  in  America,  and  foods  are  to  get  first  attention 
after  airplanes  and  munitions.  No  one  here  doubts 
that  canned  foods  will  figure  prominently  in  such  pur¬ 
chases,  although  they  are  being  held  to  a  minimum 
just  now  while  huge  reserves  are  being  used  up. 

CORN — Trade  continues  to  hold  to  assertion  that 
present  supplies  of  whole  grain  canned  corn  will  be 
depleted  at  the  present  rate  of  consumption  before  the 
1940  crop  goes  into  cans.  Bidding  against  reduced 
supply  has  had  the  result  of  firming  up  prices  for 
standard  and  extra  standard  cream  style  in  No.  10 
sizes,  and  a  reduction  of  some  11  per  cent  in  wholesale 
stocks  as  of  October  1,  compared  with  last  year,  has 
imparted  additional  strength.  Whole  grain  standard 
Evergreen  is  held  around  75  cents  for  standard  2s,  and 
80  cents  for  extra  standard,  Maryland-Pennsylvania 
factories.  Cream  style  Evergreen  is  70  cents  for  stan¬ 
dard  2s  and  $4.00  for  No.  10s. 

TOMATOES  —  The  price  situation  in  standard 
tomatoes  shows  no  change  in  that  Maryland  minimums 
remain  at  60  cents  to  621/2  cents  for  No.  2s,  but  certain 
distributor  quarters  here  continue  to  talk  prices  down, 
placing  emphasis  on  low  prices  in  the  Virginia  Tide¬ 
water  market.  Prices  in  the  meanwhile  are  holding  in 
Indiana-Ohio  at  65-70  cents  and  minimums  also  are 
continued  unchanged  in  the  Ozark-Tennessee,  except 
where  some  buyer  has  picked  up  a  carry-over  lot  of  sub¬ 
standard  quality.  A  statistical  agency  reiterated  that 
total  supply  of  canned  tomatoes  to  serve  consumers  in 
central  districts  is  2,000,000  cases  less  than  the  last  dis¬ 
tributing  season.  It  will  be  very  much  less  if  consump¬ 
tion  continues  the  10  per  cent  gain  shown  at  start  of 
September. 

STRINGLESS  BEANS— Quotations  of  $3.00  for 
standard  cut  at  Baltimore  are  considered  too  low  in  the 
trade  here  and  packers  have  moved  up  No.  10  size  to 
$3.10,  standard.  No.  2s  are  held  around  65  cents  in 
the  absence  of  any  great  buying  at  the  moment. 


MORRAL  CORN  CUTTER 

Either  Single  or  Doable  Cut 


Nlorral  Combination 
Corn  Cutter 

For  Whole  Crain  or 
Cream  Style 


Morral  Corn  Husker 

Either  Single  or  Double 

Morral  Labeling  Machine 

and  other  machinery 

Write  for  catalog  and 
further  particularg 


MORRAL  BROTHERS.  Morral,  Ohio 


FOR  CANNING  OR  FREEZING 
FANCIEST  WHOLE-KERNEL  CORN 


CORN  CANNING 


EQUIPMENT 


Thiie  lUKOcnnEiDt  Westminster, Md. 

HUSKERS  — CUTTERS  — TRIMMERS  — CLEANERS 
SILKERS— WASHERS  and  GRINDERS 


Strength  of  the  item  will  be  seen  in  canners’  holdings 
of  only  5,908,452  cases  on  October  1  against  7,086,000 
one  year  previous,  and  a  gain  of  only  3  per  cent  in 
wholesalers’  stocks  despite  heavy  September  shipments 
to  distributors. 

PEAS — Opinion  here  is  that  consumption  of  stan¬ 
dard  Alaskas  is  proceeding  at  a  rate  not  fully  appreci¬ 
ated  by  canners.  Buying  of  No.  2  standard  ungraded 
and  4-sieve  has  been  sufficient  to  clean  up  a  number  of 
such  holdings,  and  current  prices  of  85  cents  and  871/2 
cents,  respectively,  may  not  rule  for  long. 

LIMA  BEANS — Small  unsold  holdings  are  held  very 
firmly  in  the  Peninsula  and  packers  are  naming  higher 
prices  in  more  than  one  instance.  Fancy  tiny  greens, 
which  have  been  listed  at  $1.30  for  2s,  are  named  at 
$1.35  this  week.  Fancy  small  green,  carried  in  printed 
lists  at  $1,121/4,  actually  range  up  to  $1.25,  while 
mediums  are  no  longer  quoted. 

GRAPEFRUIT — Opening  of  the  juicing  season  is 
set  for  the  coming  week  but  no  offerings  have  been 
made  to  the  local  trade  by  leading  Florida  packers  as 
yet.  It  is  evident  that  prices  will  not  be  named  officially 
until  the  packers  have  a  clear  idea  of  fruit  costs.  Some 
expect  No.  2  natural  juice  will  open  in  the  neighborhood 
of  60  cents  per  dozen,  Tampa.  One  Florida  packer  later 
this  week  quoted  hearts  at  90  cents  but  offered  nothing 
on  juice.  His  Texas  affiliate  is  said  to  have  offered 
natural  juice  at  571/2  cents,  Brownsville,  2s,  and  $1.25 
for  46-ounce. 

WEST  COAST  FRUITS — Peaches  and  pears  lead  in 
strength,  and  a  glance  at  the  canners’  stocks  in  the 
quarterly  report  for  October  1,  will  explain  why.  Peach 
stocks  are  down  10.6  and  pears  down  2  per  cent  com¬ 
pared  with  the  same  time  last  year.  An  independent 
packer  advanced  prices  on  choice  pears  5  cents  a  dozen 
to  $1.85  for  21/2  tins,  f.  o.  b.  Coast,  following  upturns 
by  two  nationally  known  brands  to  $2.  A  Northwest 
cooperative  fruit  packer  with  light  stocks  is  offering 
standard  Bartletts  at  $1.65  and  choice  at  $1.80,  21/2 
tins. 

SARDINES — Interest  is  increasing  in  a  number  of 
directions.  California  Ovals  continue  at  $3.50  to  $3.75 
per  case  of  No.  I’s  in  tomato  sauce,  f.  o.  b.  Coast. 
Large  fish  are  reported  scarce  and  most  of  the  run  is 
reported  counting  6  to  8  to  the  tin.  The  Maine  packers 
are  reported  “washed  up”  on  the  1939  pack,  and  heavy 
storms  along  the  coast  have  suspended  operations  for 
many  until  April  15,  1940. 

CANCO’S  MR.  STURDY  SPEAKS 

NOVEMBER  13 — St.  Joseph,  Mo.,  Regional  Convention,  Red 
and  White  Stores. 

NOVEMBER  13 — Grundy  Center,  Iowa,  Parent  Teachers’ 
Association. 

NOVEMBER  14 — Davenport,  Iowa,  A.  &  P.  Managers’ 
Meeting. 

NOVEMBER  15 — Des  Moines,  Iowa,  A.  &  P.  Managers’ 
Meeting. 

NOVEMBER  16 — Minneapolis,  Minn.,  A.  &  P.  Managers’ 
Meeting. 

NOVEMBER  17 — Winona,  Minn.,  Combined  Service  Clubs. 

NOVEMBER  17 — Winona,  Minn.,  U  Be  See  Stores  (Latsch  & 
Sons  Co.). 

NOVEMBER  18 — Chicago,  Ill.,  Radio  Station  WLS  Interview. 
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CHICAGO  MARKET 

By  '‘Illinois'’ 

Special  Correspondent  of  “The  Canning  Trade” 

Normal  Conditions  Resumed  —  Canners  Willing  To  Wait 
Developments — Surplus  Being  Held  To  Supply  Regular  Trade — 

Business  In  Beans — Beets  Moving — Grapefruit  Moving — 
Apples  Better. 

Chicago,  Ill.,  November  9,  1939. 

ENERAL  MARKET — Normal  conditions  rule. 
What  does  that  word  normal  mean?  The  dic¬ 
tionary  says — according  to  form;  performing 
the  proper  functions ;  not  abnormal ;  regular,  etc. 

That  hits  the  bull’s  eye,  does  it  not?  Here  it  is 
practically  the  middle  of  November  with  jobbing  dis¬ 
tributors  more  interested  in  formulating  sales  plans  to 
take  care  of  the  big  holiday  feasts,  i.e..  Thanksgiving 
and  Christmas. 

Canned  food  trading  therefore,  is  running  along 
normal  lines.  Buying  is  light  as  is  to  be  expected. 
The  bright  feature  is,  prices  are  held  firm,  there  is 
no  weakness  and  canners  that  are  pressing  sales  are 
few  indeed. 

TOMATOES — Interest  centers  in  the  Indiana  Fall 
Meeting  that  will  be  held  in  Indianapolis  next  Thurs¬ 
day  and  Friday,  the  16th  and  17th.  Advance  notices 
are  that  an  excellent  program  has  been  arranged. 
Quite  a  number  of  Chicago  brokers  and  supply  men  are 
planning  to  attend. 

Prices  are  drifting.  No.  2  standard  tomatoes  are 
nominally  quoted  at  65  cents  with  No.  2^2  standards  at 
85  cents.  Here  and  there  a  canner  is  found  who  shades 
those  prices  a  little  but — the  volume  of  business  is 
small. 

No.  10  tins  seem  to  have  weakened  a  little  with  the 
result  that  a  price  is  reported  to  have  been  named  of 
$2.65  factory,  Indiana. 

TOMATO  PRODUCTS — Puree  occupies  a  very  firm 
position.  No.  10  tins  are  strong  at  $2.85  to  $3.00  fac¬ 
tory  with  some  asking  $3.25.  Tomato  catsup  and 
chili  sauce  in  routine  call.  Tomato  juice  rules  firm. 

PEAS — The  pea  canner  is  content  to  sit  back  and 
await  developments.  He  has  shipped  out  a  much  lar¬ 
ger  quantity  than  is  his  custom  during  the  past  several 
months.  His  remaining  stocks  are  not  bothering  him. 


Some  quotations  are : 

No.  2  tin  Ex.  Stand.  No.  2  Alaskas . $1.10  Wise. 

No.  2  tin  Ex.  Stand.  No.  3  Alaskas . 971/2  Wise. 

No.  2  tin  Stand.  No.  4  Alaskas . 85  Wise. 

No.  2  tin  Ex.  Stand  No.  3  Sweets . 95  Wise. 

No.  2  tin  Ex.  Stand  No.  4  Sweets . 90  Wise. 

No.  2  tin  Ex.  Stand.  No.  5  Sweets . 87V2  Wise. 


CORN — A  prominent  Illinois  canner  visited  the  Chi¬ 
cago  market  yesterday  and  told  your  reporter :  “I’m  not 
here  to  sell  any  corn.  The  trade  don’t  want  to  buy  any 
now,  and  I’m  not  anxious  to  move  any  of  my  holdings. 
I’m  satisfied  that  my  regular  trade  will  take  all  I  have 
between  now  and  early  Spring.’’ 

That  seems  to  be  the  attitude  of  all  the  canners.  At 
least  there  isn’t  any  anxious  seller  these  days.  Prices 
are  the  same  as  reported  in  this  column  during  the 
past  two  weeks  or  more. 


GREEN  AND  WAX  BEANS — Some  sizeable  busi¬ 
ness  on  No.  2  standard  Wisconsin  cut  green  beans  has 
been  recorded  during  the  past  few  days  at  70  cents 
factory.  The  demand  for  fancy  whole  grades  has 
been  better  with  buyers  more  anxious  to  cover  their 
needs  on  these  qualities. 

Wax  beans  have  been  rather  slow  of  sale  and  this 
seems  odd  in  the  face  of  the  light  pack  of  wax  and  the 
very  strong  statistical  position  that  variety  occupies. 

BEETS  AND  CARROTS — The  movement  has  been 
good.  Some  Navy  business  was  booked  in  Wisconsin 
on  No.  21/2  cut  beets.  Carrots  are  more  than  firm  at 
75  cents  factory  for  No.  2  fancy  diced. 

SAUERKRAUT — 85  cents  to  90  cents  for  No.  2V2 
fancy  packing  is  the  ruling  market  today.  The  only 
troublesome  feature  of  the  kraut  situation  is  that 
jobbers  are  selling  to  the  retail  trade  at  less  than 
today’s  replacement  value. 

GRAPEFRUIT  AND  GRAPEFRUIT  JUICE— A 
few  Florida  canners  have  named  in  a  confidential 
manner,  prices  of:  No.  2  tin  fancy  sections,  95  cents, 
and  No.  5  tin  fancy  sections,  $2.50,  f.  o.  b.  Florida, 
and  a  fair  volume  of  business  has  been  recorded.  Out 
of  Texas  heavy  sales  have  been  made  on  the  basis  of : 
No.  2  tin  unsweetened  juice  at  52 V2  to  55  cents,  and 
46  ounce  unsweetened  juice  at  $1.15  to  $1.20. 

APPLES  AND  APPLESAUCE— New  York  State 
and  Pennsylvania  canners  have  recorded  a  goodly 
business.  No.  2  fancy  has  sold  from  65  cents,  which 
seems  to  be  the  very  bottom,  to  as  high  as  75  cents 
for  the  extra  quality. 

No.  10  apples  have  not  sold  as  heavily  as  in  former 
years  but  the  market  is  firm  and  ranges  from  $2.85 
to  $3.15. 

PACIFIC  NORTHWEST — Pears  continue  to  occupy 
the  limelight  with  No.  2V2  standard  bartletts  $1.65  and 
choice  $1.80  to  $1.85.  Limited  quantities  of  No.  2 1/2 
fancy  bartletts  are  available  at  $1.20. 

Oregon  prunes  have  moved  well.  The  going  market 
today  on  No.  2V2  fancy  prunes  is  95  cents  and  choice 
85  cents. 

Berries  are  being  somewhat  neglected.  Royal  Anne 
and  Bing  Cherries  likewise. 

BLUEBERRIES — Resales  have  been  made  in  Chi¬ 
cago  on  No.  10  Maine  blueberries  at  $9.00  here.  Pri¬ 
mary  markets  it  is  reported  are  cleaned  up. 

CALIFORNIA  FRUITS— The  local  market  offered 
no  particular  feature  in  the  week  under  review. 
Advices  from  the  Coast  indicates  firmness  on  all 
peaches,  apricots,  fruit  cocktail,  fruit  salad,  etc.  Not 
only  are  prices  steady  on  these  various  items  but  in 
some  instances  advances  have  been  made.  Apricots 
particularly  are  in  very  good  position.  The  supply 
of  halves  is  short  with  only  small  or  moderate  quan¬ 
tities  available  in  other  sizes  and  grades. 

THE  ROBINSON-PATMAN  FEDERAL  STATUTE 
— The  decision  of  the  U.  S.  Circuit  Court  of  Appeals 
in  the  A.  &  P.  case,  definitely  brought  out  among 
many  important  points,  the  following : 

This  decision  holds  that  as  long  as  a  canner  main¬ 
tains  a  sales  organization  for  reaching  some  of  his 
trade,  he  must  spread  the  cost  of  that  organization 
over  all  sales  he  makes,  whether  through  his  organiza- 
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tion  or  made  direct.  If  he  passes  a  saving  to  one 
direct  buyer  he  is  discriminating  against  customers 
who  pay  the  full  price. 

KNOW  YOUR  BROKER — To  insure  healthier  mar¬ 
ket  conditions,  sell  your  goods  through  an  independent 
food  broker,  preferably  one  who  is  a  member  of  the 
National  Food  Brokers  Association. 

If  through  co-operative  effort  your  broker  has 
develped  good  distribution  for  you  in  his  market,  then 
it  is  up  to  you,  the  canner,  to  protect  that  broker  in  his 
territory.  Nothing  discourages  a  broker’s  sales  organi¬ 
zation  more  than  to  have  a  canner  whom  they  repre¬ 
sent,  sell  goods  through  others  and  to  ship  to  the 
broker’s  customers  with  whom  he  is  in  constant 
contact. 

You  should  do  your  business  through  an  independent 
food  broker  and  get  to  know  him  so  that  you  have 
perfect  faith  in  him  and  so  you  will  protect  his  efforts. 


CALIFORNIA  MARKET 

By  “Berkeley” 

Special  Correspondent  of  “The  Canning  Trade" 

Canners  Refuse  to  Cut  Prices  or  to  Defer  Shipments — Warm 
Weather — Some  Price  Advances — Pears  Well  Sold  Up — Poor 
Quality  Spinach  Lags,  High  Quality  Cone — Protecting  Trade 
on  Asparagus — Elberta  Peaches  Wanted — ^Tuna  Scarce. 

San  Francisco,  Calif.,  November  9,  1939. 

Market — ^rhe  canned  foods  market  is  quieter 
than  it  has  been  at  any  time  in  the  last  two 
months,  but  some  business  is  being  done  right 
along  and  more  could  be  booked  if  canners  were  willing 
to  accept  some  of  the  offers  being  made.  Distributors 
are  willing  to  place  orders,  provided  price  concessions 
are  made  or  deferred  shipments  are  agreed  to.  Neither 
of  these  offers  are  acceptable  to  canners.  The 
general  feeling  is  that  prices  are  none  too  high  on  any 
lines,  and  too  low  on  quite  a  few.  Early  shipments  are 
insisted  upon  at  present  prices,  with  December  31,  the 
limit  in  most  instances.  Rather  than  hold  goods  until 
February  or  March  for  buyers’  shipping  instructions, 
canners  prefer  to  own  the  goods  and  take  the  chances 
of  getting  more  in  the  spring,  or  even  earlier.  Shipping 
instructions  on  goods  already  purchased  are  not  coming 
through  as  was  the  case  a  few  weeks  ago.  Buyers 
are  pleading  for  additional  time  in  many  instances,  sug¬ 
gesting  that  they  bought  heavily  of  other  lines,  beans, 
rice,  and  the  like,  and  their  storerooms  are  filled.  Some 
sadly  comment  on  the  fact  that  prices  on  some  of 
these  commodities  have  sagged,  although  this  cannot 
be  said  of  canned  foods. 

TOMATOES — Warm  weather  still  prevails  in  this 
area,  the  fall  months  having  been  the  warmest  in  many 
years.  Several  canners  are  still  packing  tomatoes,  but 
production  is  getting  small.  There  have  been  no  rains 
or  heavy  frosts  to  damage  the  crop,  but  vines  have 
simply  worn  themselves  out.  Rain  is  badly  needed  to  en¬ 
able  the  commencement  of  winter  farming  operations. 

PRICES  —  Despite  the  rather  limited  amount  of 
business  passing  at  this  time,  prices  on  quite  a  few 
items  in  the  California  canned  fruit  list  have  been 
advanced  within  the  week.  With  the  opening  of  the 


new  month,  several  representative  concerns  brought 
out  new  lists,  with  many  withdrawals  in  evidence,  along 
with  a  few  advances.  In  apricots,  for  example,  some 
canners  have  advanced  choice  No.  2i/^  whole  peeled  to 
$1.85  and  unpeeled  to  $1.55,  and  standard  halves  to 
$1.40.  In  No.  10s  choice  halves  have  been  upped  to 
$6.20,  whole  peeled  to  $6.25,  whole  unpeeled  to  $4.50, 
standard  halves  to  $5.25  and  water  halves  to  $4.15.  A 
very  considerable  part  of  the  pear  pack  has  been  sold 
and  many  counts  are  difficult  to  locate.  Royal  Anne 
cherries  have  firmed  slightly  and  difficulty  is  being  had 
in  locating  any  choice  No.  21/2S  at  less  than  $1.95,  or 
standards  under  $1.75.  Minimum  prices  on  No.  10 
choice  now  seem  to  be  $6.45. 

SPINACH — While  spring  pack  spinach  is  still  to  be 
had  at  $1.10  for  No.  2i/^,  very  little  is  to  be  located  at 
$1.35.  The  answer,  of  course,  is  that  the  strictly  high 
quality  pack  has  moved  out  at  the  higher  price  and 
that  the  less  desirable  pack  is  still  available.  There 
isn’t  much  of  any  description  unsold.  The  continued 
warm  weather  and  lack  of  rain  has  ruined  chances  for 
much  of  a  winter  pack. 

ASPARAGUS — Some  packers  advise  that  they  could 
dispose  of  their  unsold  holdings  of  asparagus  within 
a  few  hours,  if  they  so  desired.  Some  have  only  a  few 
thousand  cases  on  hand  and  are  reserving  this  stock 
for  their  regular  trade.  One  concern,  which  is  quite  a 
factor  in  the  industry,  has  but  1,500  cases  unsold. 

PEACHES — An  interesting  call  has  developed  of  late 
for  Elberta  peaches,  both  halves  and  sliced.  Fancy 
No.  2V2S  are  moving  at  $1.90  for  halves  and  $1.95  for 
sliced.  This  compares  with  $1.50  and  $1.57i/^, 
respectively,  for  cling  peaches. 
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BERRIES — The  Coast  berry  pack  has  moved  about 
in  keeping  with  fruits,  with  some  lines  closely  sold  up. 
Blackberries  were  a  short  crop  and  some  packers  had 
to  pro-rate  on  No.  21/2  fancy.  Few  are  able  to  quote 
on  No.  10s.  Red  raspberries  are  still  to  be  had  in  all 
sizes  and  grades  and  loganberries,  largely  an  export 
item,  are  still  available. 

The  Hunt  Brothers  Packing  Company,  which  had 
not  planned  to  pack  tomatoes  this  season,  ended  by 
putting  up  a  small  pack  of  tomato  products.  No  diffi¬ 
culty  is  being  experienced  in  moving  the  limited 
quantity.  No  effort  was  made  to  pack  apples  this  year. 

TUNA — A  good  business  has  been  done  on  canned 
tuna  this  fall  and  quite  a  few  packers  have  sold  up 
the  estimated  pack  to  the  end  of  the  year.  Some 
packers  of  advertised  lines  have  withdrawn  on  solid 
pack  fancy  fish  and  on  shredded  and  are  declining 
further  orders  until  those  already  booked  have  been 
filled  in  full.  Tuna  stocks  at  this  time  are  about  a  half 
a  million  cases  less  than  was  the  case  a  year  ago.  The 
albacore  pack  in  the  Pacific  Northwest  has  been  com¬ 
pleted  and  is  lighter  than  early  estimates. 


GULF  STATES  MARKET 

By  “Bayou” 

Special  Corresporvdent  of  “The  Canning  Trade" 

Neither  Canners  nor  Fresh  Shrimp  Handlers  Taking  Small 
Shrimp — Cold  Weather  Hindering  Operations — Peak  of  Season 

Passed — Oysters  Step  Up — Canning  May  Begin  Soon — Old 
Stock  Cone — Crab  Meat  About  Over. 

Mobile,  Ala.,  November  9,  1939. 
HRIMP — We  had  strong  North  winds  last  week, 
which  made  it  very  disagreeable  for  the  shrimpers 
to  work,  and  production  moved  slowly,  especially 
of  the  large  size  shrimp,  for  which  the  boats  have  to  go 
into  the  Gulf. 

Both  the  canners  and  the  raw,  headless  shrimp 
dealers  have  shut  down  on  small  shrimp  and  no  more  of 
them  are  being  bought,  so  the  boats  have  to  fish  in  the 
lower  bay  and  in  the  Gulf  of  Mexico,  where  the  shrimp 
are  larger. 

The  weather  has  turned  cold  and  this  causes  the 
shrimp  to  bury  in  the  mud  or  migrate  to  warmer  cli¬ 
mate,  therefore  all  serves  to  curtail  production  and  the 
canning  of  shrimp  is  expected  to  be  light  from  now  on. 

In  other  words,  the  peak  of  shrimp  production  has 
been  reached  and  passed,  and  from  now  until  the  end  of 
the  season,  the  shrimp  pack  will  move  in  a  skip  and  stop 
manner. 

The  market  on  canned  shrimp  is  very  good  and  prices 
are  holding  up  well,  which  are  $1.15  per  dozen  for  No.  1 
small;  $1.20  for  No.  1  medium  and  $1.25  for  No.  1 
large,  f.  o.  b.  factory. 

OYSTERS — We  experienced  our  first  whole  week  of 
cold  weather  last  week,  the  mercury  dropping  down  to 
37  degrees,  which  brought  with  it  frost  and  what  goes 
with  it,  so  the  coal  man  and  the  oysterman  are  doing 
their  stuff. 

Thirty-seven  degrees  above  zero  may  not  be  consid¬ 
ered  cold  weather  in  the  northern  States,  where  the 
mercury  in  the  thermometer  dips  down  to  below  zero, 
but  with  us,  it  is  plenty  cold,  because  only  in  rare 
occasions  does  the  thermometer  go  below  20  degrees. 


It  is  probably  safe  to  say  that  there  have  been  more 
oysters  sold  last  week  than  in  any  two  weeks  previous, 
which  shows  conclusively  that  it  takes  cold  weather  to 
sell  oysters,  and  when  it  is  hot,  people  have  no  appetite 
for  them. 

While  the  cold  weather  created  a  greater  demand  for 
raw  oysters  than  it  did  the  canned  ones,  yet,  canned 
oysters  moved  well  for  what  there  is  left  of  them. 

The  week  of  cold  weather  and  north  wind  has  greatly 
improved  the  condition  of  the  oysters,  because  it  cooled 
the  water  in  the  bays  and  it  brought  down  fresh  water 
from  up  the  rivers  and  freshened  the  bay. 

We  have  had  very  little  rain  in  this  locality  the  past 
two  months  and  the  water  in  the  bays  was  very  salty, 
therefore  it  needed  water  from  the  rivers  to  make  it 
brackish. 

However,  too  much  rain,  which  would  cause  an  over¬ 
supply  of  fresh  water  in  the  bay  would  kill  the  oysters, 
because  they  have  to  have  salt  water  and  they  can’t 
live  in  fresh  or  river  water. 

If  the  weather  stays  cold  and  the  oysters  fat,  the 
canning  of  them  will  start  soon,  because  that  is  all  the 
canneries  are  waiting  for. 

The  stock  of  oysters  held  in  the  warehouse  of  the 
canneries  is  very  small  and  the  packers  are  all  anxious 
to  start  canning  oysters  as  soon  as  they  are  suitable, 
which  should  not  be  long  now. 

EDITORIAL 

(Continued  from  page  6) 


protected  by  the  Unfair  Sales  Act),  and  the  minimum  prices  pre¬ 
vailing  on  the  same  date  in  Massachusetts,  which  are  protected: 

Massachusetts 


Brattleboro,  Vt. — 

Minimum 

Lux  Soap  . 

3 

for  .13 

3 /17c 

Lifebuoy  Soap  . 

.05 

6c 

Lux  Flakes  (small)  . 

.07 

9c 

Rochester,  N.  Y. — 

Oxydol  (large)  . 

.16 

20c 

Rinso  (large)  . 

.15 

20c 

P.  &  G.  Soap  . 

2 

for  .05 

2/7c 

Camay  Soap  . 

3 

for  .14 

3 /17c 

Dutch  Cleanser  . 

4 

for  .25 

4 /27c 

Ivory  Soap  (medium)  . 

3 

for  .11 

3/15c 

Granulated  Sugar  . 

10 

lbs.  .56 

63c 

Maxwell  House  Coffee  . 

.231/2 

26c 

Albany,  N.  Y. — 

Crisco,  3  lb.  tin  . 

.45 

49c 

Van  Camp’s  Milk  . 

4 

for  .23 

4 /25c 

Lux  Soap  . 

.05 

6c 

Rinso  (small)  . 

.061/2 

8c 

Campbell  Tomato  Soup  . 

4 

for  .25 

4 /28c 

Carnation  Milk  . 

4 

for  .25 

4/27c 

Maxwell  House  Coffee  . 

.241/2 

26c 

Ivory  Flakes  (large)  . 

.181/2 

21c 

Del  Monte’s  Coffee  . 

.221/2 

26c 

Ocean  Spray  Cranberry  Sauce.. 

.10 

11c 

Sanka  Coffee  . 

.31 

35c 

Del  Monte’s  Red  Salmon  . 

.19 

20c 

Modern  Merchant  and  Grocery  World 

If  you  ever  expect  to  see  the  canned  foods  market 
assume  a  fairly  steady  and  regular  position,  year  in  and 
year  out,  as  it  ought  to  do,  because  it  is  a  staple  food, 
you  will  have  to  get  back  of  such  Unfair  Sales  Acts,  and 
back  up  your  prices  with  vigor.  It  is  time  this  industry 
fell  in  line. 

Yea,  they  muddled  up  our  Editorial  last  week,  and 
we  apologize,  but  that  gave  you  a  rest! 


November  13,  1939 
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CANNED  FOOD  PRICES 


All  Prices  quoted  F,  O.  B.  Factory 

Prices  given  represent  the  high  and  low  canners’  selling  price 
of  the  current  week,  subject  to  the  customary  cash  discounts. 
Quotations  per  dozen  unless  otherwise  noted.  “Eastern” 
quotations  for  Atlantic  Coast  States  east  of  Ohio  River; 
“Central”:  Central  States  West  of  Ohio  River  to  Mountain 
States;  “West  Coast”:  Mountain  and  Pacific  Coast  States. 

Quotations  on  this  page  are  for  spot  goods.  For  future 
quotations  see  market  reports. 


Canned  Vegetables 


ASPARAGUS 


Eastern 
Low  Uigh 


Central 
Low  High 


West  Coast 
Low  High 


White  Colossal,  No.  2% . 

Large,  No.  2%^ . . . 

Medium,  No.  2^ . 

Green  Mam.,  No.  2  ro.  cans .  2.35 

Medium,  No.  1  tall . .  . 

Large,  No.  2 . .  . 

Tips,  White,  Mam.  No.  1  sq . 

Small,  No.  1  sq . . 

Green  Mam.,  No.  1  sq . 

Small,  No.  1  sq . . . 

Green  Tips,  60/80,  28................  2.0U 

Green  Tips,  40/60,  28 .  2.30 

Green  Cuts  and  Tips,  28 . 1.65 

Green  Cuts  and  Tips,  lOs .  7.50 

Green  Cuts,  2s .  1.00 


2.10 

2.50 


2.50 


2.40 


2.10 

2.30 

1.65 

7.60 


2.60 


2.50 


2.15 

2.35 

1.76 


2.50 

2.50 

2.60 

2.40 

£‘36 

2.50 

2.16 

2.25 

2.10 


2.60 

2.65 

2.60 

2.50 


2.45 

2.60 

2.26 

2.40 

2.16 


STRINGLESS  BEANS 

Fancy  French  Cut  Green,  No.  2  .90 

No.  10  . . .  4.50 

Ex.  Std.  Cut  Green,  No.  2 . .  .70 

No.  10  .  3.25 

Std.  Cut  Green,  No.  2 . 65 

No.  10  . — .  3.00 

Fancy  Whole  Green,  No.  2 . 

No.  10  . .  . 

Ex.  Std.  Whole  Green.  No.  2....  -95 

No.  10  .  4.76 

Fancy  Cut  Wax,  No.  2.._...._.  . 

No.  10  . . .  . 

Ex.  Std.  Cut  Wax.  No.  2 . 72  Vi 

No.  10  .  3.75 

Std.  Cut  Wax.  No.  2 .  -65 

No.  10  .  3.60 

Fancy  Whole  Wax,  No.  2 . 

No.  10  . . . 

Ex.  Std.  Whole  Wax.  No.  2 . 

No.  10  . . 

Std.  Whole  Wax.  No.  2 . 

No.  10  . 


Red  Kidney.  Std.,  No.  2 . 77  Vi 

No.  10  . . .  3.60 

LIMA  BEANS 

No.  2  Tiny  Green .  1.35 

No.  10  . .  7.26 

No.  2  Fancy  Small  Green .  1.25 

No.  2  Medium  Green . 

No.  10  . — .  6.00 

No.  2  Green  &  White .  .80 

No.  10  .  4.25 

No.  2  Fresh  White .  .70 

No.  10  . 3.85 

No.  2  Soaked . .62  Vi 

BEETS 

Whole.  No.  2 . 76 

No.  2V4  . . — . 90 

No.  10 . 3.26 

Std.  Cut.  No.  2 _ 66 

No.  2  Vi  _ — . 95 

No.  10  . . - . .  2.90 

Fancy  Cut,  No.  2 . 65 

No.  2V4  _ _ — . 

No.  10  _  _ 

Std.  Sliced,  No.  2 . .75 

No.  2Vi  . 1.10 

No.  10  _  3.50 

Fancy  Sliced,  No.  2 . . . 75 

No.  10  . . . . 

CARROTS 

Std.  Sliced,  No.  2..„ . 80 

Na  10  . . 3.75 

Std.  Diced.  No.  2 . .80 

No.  10 . . „....  4.00 

PEAS  AND  CARROTS 

Std.  No.  2, . .70 

Fancy  No.  2 _ _ _  .90 


1.00 

1.10 

1.00 

1.10 

6.00 

4.76 

5.00 

.72% 

.76 

.85 

.85 

1.00 

3.50 

3.76 

.70 

.70 

.76 

.75 

.80 

3.25 

3.00 

3.35 

3.26 

3.75 

1.40 

1.60 

1.00 

1.35 

6.00 

5.00 

5.50 

4.85 

5.60 

1.10 

1.20 

1.20 

4.75 

6.00 

5.26 

.95 

.96 

5.60 

5.50 

.80 

.80 

3.76 

3.76 

4.50 

.75 

.70 

3.50 

1.20 

1.05 

1.20 

5.00 

4.75 

5.00 

1.00 

1.16 

.70 

.75 

...... 

3.25 

3.50 

1.36 

1.60 

1.60 

7.60 

1.26 

1.20 

1.10 

1.30 

1.26 

1.26 

6.00 

.86 

.90 

.90 

.90 

.80 

.72  Vi 

.80 

.90 

.96 

.70 

1.10 

.85 

1.35 

1.05 

1.20 

.90 

1.60 

4.00 

3.26 

6.00 

.70 

.66 

.65 

.76 

2.75 

3.00 

.70 

.72  Vi 

3.00 

.86 

.90 

1.10 

3.75 

.70 

.72  Vi 

3.35 

3.00 

3.25 

3.60 

4.00 

.75  . 

3.26  . 

.65 

.70 

.80 

1.10 

1.10  1.20 

1.10 

1.26 

CANNED  VEGETABLES— Continaed 


Ekistern  Central 

Low  High  Low  High 


CORN— Wholegrain 

Yellow,  Fancy  No.  2 . . 

No.  10  . . . 

Ex.  Std.  No.  2 . . 

No.  10  . . 

Std.  No.  2^ . . 

No.  10  . . . . 

White,  Fancy  No.  2 . 

No.  10 . 

Ex.  St.  No.  2 . 

No.  10  . . . 

Std.  No.  2 . . . 

No.  10  _ _ _ _ _ 

Shoepeg,  Fancy  No.  2..„_....„..«.. 

No.  10  . . 

Ex.  Std.  No.  2 . . . 

No.  10  _ _ 

Std.  No.  2 . 

CORN — Creamstyle 

Yellow,  Fancy  No.  2.».„.... . . 

No.  10  . . 

Ex.  Std.  No.  2 . 

Na  10  . 

Std.  No.  2 . . 

No.  10  . 

White,  Fancy  No.  2 . . 

No.  10  . . 

Ex.  Std.  No.  2 . . 

No.  10  . . 

Std.  No.  2 _ 

No.  10  . . 

HOMINY 

Std.  Split,  No.  1.  Tall . . 

No.  2Vi  . . . 

No.  10 . . . 

MIXED  VEGETABLES 

Fey.,  No.  2 . . 

No.  10  _ 

Std.,  No.  2 . . 

No.  10  _ 

PEAS 


.96 

1.10 

.90 

1.02% 

4.75 

5.60 

4.85 

5.25 

.85 

1.00 

.86 

.95 

4.50 

5.00 

4.50 

4.76 

.70 

.85 

4.00 

4.50 

1.00 

1.05 

.90 

1.07% 

5.00 

5.25 

5.00 

5.50 

.80 

1.00 

4.50 

4.50 

.70 

4.00 

4.50 

4.25 

1.00 

.90 

.95 

6.50 

6.00 

6.00 

6.00 

.90 

5.26 

6.50 

.82  Vi 

.85 

. 

.85 

.95 

.80 

1.00 

4.50 

4.76 

4.25 

4.50 

.80 

.85 

.72% 

.90 

4.25 

4.50 

3.75 

4.25 

.72% 

.77% 

.67% 

.85 

3.40 

4.00 

.85 

1.00 

.77% 

.90 

5.00 

4.00 

4.50 

.75 

.85 

.75 

.85 

4.25 

5.00 

3.95 

4.50 

.70 

.80 

.70 

.80 

4.00 

3.65 

4.00 

.75 

.85 

.70 

2.76 

2.00 

2.35 

.80 

.86 

4.25 

4.25 

.55 

.65 

3.25 

4.00 

West  Coast 
Low  High 


1.10 


No.  2  Fancy  Sweets,  28 . 

No.  2  Fancy  Sweets,  38 . 

No.  2  Fancy  Sweets,  48 . . 

No.  2  Fancy  Sweets,  6s . . 

No.  2  Ex.  Std.  Sweets,  Zs . 

No.  2  Ebc.  Std.  Sweets.  8s . 

No.  2  Ex.  Std.  Sweets,  48.......... 

No.  2  Ex.  Std.  Sweets,  58 . 

No.  2  Std.  Sweets,  28 . 

No.  2  Std.  Sweets,  38 . 

No.  2  Std.  Sweets,  4s...._.._.... 

No.  2  Std.  Sweets,  68 . 

No.  10  Std.  Sweets,  2s . 

No.  10  Std.  Sweets,  Ss . 

No.  10  Std.  Sweets,  4s . . 

No.  10  Std.  Sweets,  6s . — 

No.  2  Fey.  Alaska,  Is . . 

No.  2  Fey.  Alaska,  28 . 

No.  2  Fey.  Alaskas,  88..„_.....„. 

No.  2  Ex.  Std.  Alaskas.  Is . 

No.  2  Ex.  Std.  Alaskas,  2s — 
No.  2  Ex.  Std.  Alaskas,  Ss — 

No.  2  Ex.  Std.  Alaskas,  48 . 

No.  2  Ex.  Std.  Alaskas.  Ss. — . 
Na  10  Ex.  Std.  Alaskas.  Is..... 
No.  10  Eht.  Std.  Alaskas,  2s — 
No.  10  Ex.  Std.  Alaskas,  Ss — 

No.  2  Std.  Alaskas,  2s . 

Nu.  2  Std.  Alaskas,  Ss . . 

No.  2  Std.  Alaskas,  48 . 

Nu.  2  Std.  Alaskas,  Ss . 

No.  10  Std.  Alaskas,  Is - — 

Nu.  10  Std.  Alaskas.  2s. - - 

Nu.  10  Std.  Alaskas,  Ss . . 

Na  10  Std.  Alaskas,  48......._.. 

Nu.  10  Std.  Alaskas,  Ss . 

No.  2  Ungraded . . — .. 

Soaked,  2s  . 

lOs  . . . . 

Hlackeye,  28,  Soaked . 

lOs  . 

PUMPKIN 

Fancy,  No.  2. . . 

No.  2Vi  _ 

SAUER  KRAUT 

Fancy,  No.  2 . .......... 

No,  2  Vi  _ _ _ 

No!  io"‘CZ"”’C“!!!r.!!Z!!!Z!! 

SPINACH 

No!  i^..!!ZlZ.’!.'!ZZ.Z!!!!!!Z 

SUCCOTASH 

Std.  No.  2,  Gr.  Com,  Dr.  Limas. 
Std.  No.  2,  Gr.  Cora,  Fr.  Limas. 
Trtple.  Na  2 _ 


1.10  1.15 

1.00  1.05 


. 90 

.95  “.’!!!!.. 

.90  . 

.85  . 


4.00 


1.50 


1.05  . 

.  1.45 

1.10  1.15 

1.00  1.00 

.95  .95 

.90  . 


.  5.75 

1.00  . 

.90  . 

.87Vi  . 

.87  Vi  . . 


6.00 

5.50 

4.75 

5.00 

4.75 

4.75 

.85 

.65 

2.76 

62% 

2.66 

.90 

2.90 

3.00 

.75 

1.00 

1.00 

3.40 

3.40 

.80 

1.00 

3.25 

.95 

1.16 

.80 

.85 

.97% 

.85 

1.05 

1.40 

1.50 

1.40 

1.50 

1.30 

1.40 

1.30 

1.40 

1.20 

1.30 

1.20 

1.30 

1.10 

1.20 

1.10 

1.20 

1.20 

1.25 

1.20 

1.25 

.95 

1.20 

1.00 

1.20 

.90 

1.00 

1.05 

.87% 

.95 

1.10 

.97% 

1.00 

.90 

.95 

1.15 

1.20 

.85 

.82%  1.00 

.85 

.80 

.95 

6.00 

5.76 

6.00 

5.25 

6.00 

5.26 

4.50 

4.75 

4.50 

5.00 

4.25 

4.75 

4.60 

4.76 

1.45 

1.60 

1.40 

1.46 

1.36 

1.45 

1.30 

1.20 

1.40 

1.30 

1.40 

1.10 

1.15 

1.20 

1.30 

.97% 

1.10 

1.10 

1.20 

.95 

1.00 

.96 

1.10 

1.05 

1.10 

6.00 

6.25 

5.50 

6.50 

5.00 

6.50 

1.00 

1.00 

1.10 

.90 

.90 

.96 

.85 

.90 

.85 

.95 

.85 

.90 

.85 

.95 

5.00 

5.26 

4.50 

4.75 

6.00 

4.50 

4.76 

4.25 

4.76 

.96 

1.00 

.60 

.60 

.60 

.65 

2.50 

.65 


.67  Vi  . 

.90  . 

'2.T5  s'25 


.75 

.80 

.75 

.85 

1.00 

.96 

1.00 

3.10 

3.30 

3.10 

3.30 

.70 

.76 

.85 

1.10 

.90 

.92% 

1.10 

1.35 

3.00 

3.25 

3.60 

4.35 
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Eastern  Central 

Low  Higrb  Low  High 

SWEET  POTATOES 

Fey.,  No.  2,  Dry  Pack . 70  .80  . 

No.  2%  . 86  . 

No.  3  . — .  .  . 

No.  10  . . 3.00  3.00  . 

Fey.,  No.  2  Syrup  Pack . 76  .76  . 

No.  2%  . .  .  1.00  . 

No.  3  . . . .  . ~- 

No.  10  . . 3.36  3.60  . 

TOMATOES 

Fancy.  No.  2 . - . 86  1.00  1.06  1.10 

No!  2%  . 1-10  1-36  1.26  1.36 

jjo]  10  . S.M  4.26  4.60 

Ex.  Std..  No.  1 . - . 60  .  -46  .47 

No  2  . . -70  .76  .76  .86 

No.‘  2%  _ 1-00  1.06  1.00  1.10 

No.  3  . .  •••••••  . — 

No.  10  .  3.26  3.26  3.60 


West  Coast 
Low  Hisb 


CANNED  FRUITS— Continued 


Std..  No.  1.. 

No.  2  . 

No.  2%  .... 
No.  3  . 


TOMATO  PUREE 

Std.,  No.  1,  Who.  St.  1.04.. 


Std.,  No.  1,  Trim  1.036.. 


TOMATO  JUICE 

No.  1  . 

No.  303 . 


TURNIP  GREENS 
No.  2  . 


Solid 

Pack 

1.10 

1.00 

1.06 

1.36 

1.36 

4.60 

4.26 

4.36 

.47% 

.76 

.40  .47% 

.42% 

With  puree 
.66  .67% 

.60  .67% 

.66 

.70 

.80 

.82% 

.86  .90 

.86 

1.02% 

.92%  1.00 

.97% 

.76  3.00 

2.76 

3.00 

3.10 

3.20 

.42%  . 

.42% 

.46 

.26  . 

3.26 

3.60 

3.26 

3.40 

.40  . 

.40 

.42% 

.62% 

.76  _ _ 

2.86 

3.00 

3.00 

3.16 

.46  . 

.76  . 

.66 

.86  . 

.80 

.76 

.80 

.00  . 

2.90 

3.26 

2.76 

3.00 

.76  . 

.70 

.76 

1.06  . 

.96 

1.00 

.36  3.76 

3.26 

3.60 

Eastern 
Low  High 

1‘KARS 

Keifor,  Std.,  No.  2^ _ _ _  1.36  1.36 

No.  10  _ _ 

Choice,  No.  2% _ .......  . .  . 

No.  10  . . . . .  .  . 

Bartlett,  Fancy,  No.  2% _ ...  1.66  1.90 

Choice,  No.  2% . .  . 

Std.,  No.  2V4 -  1.37%  . 

Fey.,  No.  10 . 

Choice,  No.  10 . 

Std.  No.  10 . 

No.  10,  Water . . 

No.  10  Pie.  S.  P . . 


PINEAPPLE 

No.  1  Flat. . 

No.  211  Cyl . 

No.  2  Tall . 

No.  2% . 

No.  10  in  Juice.... 
No.  10  in  Syrup.. 


Central 
Low  High 


West  Coast 
Low  High 


PINEAPPLE  JUICE 

Buffet  . . 

No.  211  _ 

No.  2  _ 

No.  2%  _ 

46  o* . . 

No.  in  _ _ 


RASPBERRIES 

Black,  Water,  No.  2. 

No.  10  . 

Red,  Water.  No.  2... 

No.  10  . 

Black,  Ssrmp,  No.  2. 
Red.  Syrup,  No.  2. _ 


2.10  2.16 
1.86  2.00 
1.70  1.80 

.  7.00 

6.16  6.60 
6.66  6.00 
4.26  4.26 

4.00  4.16 

F.  O.  B.  Honolulu 
Crushed  Sliced 
.80  .80 

.86  . 

1.27%  1.42% 
1.70  1.70 

6.36  6.60 

6.76  6.00 

F.  O.  B.  Honolulu 

.47%  . 

.67%  . 


.80 

.96  ■ 

1.37% 

2.17% 

3.76 

4.50 

1.45 

1.60 

1.66 

7.26 

7.60 

6.00 

6.00 

1.65 

7.26 

7.60 

6.26 

6.50 

6.60 

1.76 

1.40 

1.60 

1.80 

2.00 

2.10 

Canned  Fruits 


No.  10,  water .  2.36  . 

No.  10,  standard  heavy  pack....  2.76  2.90 
No.  10,  fancy  heavy  pack .  3.26  3.60 

APPLE  SAUCE 

No.  2  Fancy..„.. — . . .  .76  .80 

No.  10  _  3.16  . 

No.  2  Std . .66  . 

No.  10  . 2.86  . 

APRICOTS 

No.  2%,  Fancy . 

No.  2%,  Choice . 

No.  2%,  Std . 

No.  10,  Fancy . 

No.  10,  Choice . 

No.  10,  Std . 


BLACKBERRIES 

Std.,  No.  2 . 

No.  3  . 

No.  10,  water.... 


BLUEBERRIES 

No.  2 .  . . 

isift  in  . 

1.40  1.60 

1.46 

CHERRIES 

Red  Sour  Pitted.  No. 

2 . 

1.00  . 

1.00 

Red  Sour  Pitted,  No. 

10 - 

4.76  . 

4.76 

R.  A.  Fey.,  No.  2%... 

Choice,  Na  2%.. 

Std.,  No.  2% . 

Fey.,  No.  10 . 

Choice  No.  10 . 

Std.  No.  10 . 


FRUITS  FOR  SALAD 

Fey.,  No.  2% . . . 

No.  10  . 

GRAPEFRUIT  SECTIONS 


1.96  2.00 

1.80  1.86 
1.40  1.46 

6.26  6.60 
6.00  6.20 
6.00  6.25 


1.36  1.40 

6.00  6.26 

2.06  2.16 

1.96  2.10 

1.76  1.80 

6.86  7.00 

6.46  6.66 

.  6.00 


2.40  . 

7.60  7.76 

California 


STRAWBERRIES 

Ex.  Pres.,  No.  1 _ _ 

No.  2  _ 

Pres.,  No.  1 . . 

No.  2  _ _ 

Std..  Water,  No.  10.. 


Canned  Fish 


HEKRiNG  ROE 

iO  os.  . . .  .70  . 

No.  2.  19  os. . .  1.26  . 

No.  2.  17  os - -  1.12%  1.26 


LOBSTER 
Flats,  1  lb..„...„_„ 

%  Ib . . 

%  lb . 


Std.,  4  os.....„....„......„ 

6  os.  _ 

8  OB.  ....... _ „...., 

10  os.  ..................... 

Selects,  6  os. 


Southern  Northwest  Selects 


1.00 

1.06 

1.10 

1.05 

1.80 

2.10 

2.20 

2.10 

Red  Alaskas,  Tall,  No.  1.. 

Flat,  No.  % . 

Cohoes.  Tall,  No.  1 . 

Flat,  No.  1 . . 

No.  %  . . . 

Pink.  Tall,  No.  1 . 

Flat.  No.  % . 

Sockeye  Flat,  No.  1.. . 

No.  %  . . 

Chums.  Tall,  No.  1 . 

Medium,  Red.  Tall . 


GRAPEFRUIT  JUICE 


No.  1,  Small. . 

No.  1.  Medium... 
No.  1,  Large . 


1.10  1.20 

1.60  1.60 


2.26  2.36 

.  1.72% 

1.86  1.90 


.  2.00 

1.36  1.40 

1.80  1.90 


Southern 
1.16  1.30 

1.20  1.36 

1.26  1.40 


GOOSEBERRIES 

Std.,  No.  2 . 

No.  10  - 

PEACHES 

Y.  C.,  Fey.,  No.  2%.. 

Choice,  No.  2% _ 

Std.,  No.  2% _ 

Fey.  No.  10 . 

Choice,  No.  10 . 

Std.,  No.  10 . 

Pie,  No.  10 . 

Water,  No.  10 . 


1.60  1.60 

1.36  1.46 

1.26  1.30 

4.90  6.06 

4.40  4.60 

3.90  4.06 

4.00  4.26 

.  3.26 


SARDINES  (Domestic)  Per  Case 

%  Oil,  Key _ _ 4 

'/<  Oil,  Keyless _ _ 2 

%  Oil,  Tomato,  Carton— . 

%  Oil,  Carton . —  4 

%  Mustard.  Keyless . . .  S 

Calif.  Oval  No,  1,  24’s . 

Calif.  Oval  No.  1.  48*s . . . 


TUNA  FISH.  Per  Case 


Fey..  Yel..  Is,  24’s. 
Fey.,  Yel.,  Is.  48’s... 

%8  . 

. 

Light  Meat,  Is . 

till  "r.r.'.r.‘.z"r.'. 
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WANTED  and  FOR  SALE 

FOR  SALE  — MACHINERY 


CONSOLIDATED  OFFERS:  Copper  and  Aluminum  Cooking 
Kettles;  Retorts;  Can  and  Bottle  Labelers;  Glass  Lined  Tanks; 
Pumps;  Vacuum  Pans,  etc.  A-1  condition.  Quick  delivery.  We 
buy  and  sell  from  a  single  item  to  a  complete  plant.  Consolidated 
Products  Co.,  Inc.,  18-20  Park  Row,  New  York  City. 


P’OR  SALE — Little  u.sed  and  rebuilt  canning  machinery.  What 
have  you  to  sell  or  exchange?  A.  K.  Robins  &  Co.,  Inc., 
Baltimore,  Md. 


WANTED  — MACHINERY 


WANTED  FOR  USER — Retorts,  Stainless  Steel,  Monel,  Cop¬ 
per  or  Aluminum  Kettle  and  Vacuum  Pan;  Labeling  Machine; 
Filter  Press.  Address  Box  A-2389,  The  Canning  Trade. 

WANTED — One  twin  cylinder,  Sprague  Sells,  Berlin  or  Sin¬ 
clair  used  complete  pea  grader.  One  Sheboygan  Washer.  FOR 
SALE — 7,000  gallon  International  Water  Softener,  one  7,000 
gallon  wooden  storage  tank.  Address  Box  A-2393,  The  Canning 
Trade. 


WANTED  TO  BUY — Used  tomato  canning  equipment.  Must 
be  in  good  condition  and  priced  right.  Address  Box  A-2394,  The 
Ca:ming  Trade. 


WANTED — Closed  cooking  retorts,  40-inch  diameter  by  72- 
inch  depth,  with  or  without  temperature  control.  Quote  lowest 
piice  and  full  description,  also  quantity  available.  The  G.  S. 
Suppiger  Company,  1540  N.  Hadley  Street,  St.  Louis,  Mo. 


FOR  SALE —  FACTORY _ 

FOR  SALE — Tomato  Canning  Plant,  located  Homestead, 
Florida.  Capacity  one  to  three  thousand  cases  per  day.  For 
detailed  information  write  Bedford  Tobacco  Company,  Bedford, 
Virginia. 


WANTED— CANNED  FOODS  * 


WANTED — Salvaged  Canned  Foods.  Will  pay  cash  for  rusty, 
buckled  or  close  outs  of  all  kinds  of  canned  foods  in  any  quantity. 
Address  Box  A-2334  c/o  The  Canning  Trade. 


FOR  SALE  — TOMATO  PULP 


FOR  SALE — Strictly  whole  tomato  pulp,  in  five  gallon  cans. 
W.  L.  Jones  Food  Company,  Pemberville,  Ohio. 


HELP  WANTED 


POSITION  WANTED — Young  man,  26  years  of  age,  experi- 
nce  canning  industry,  2^/4  years  sales  management,  auditor, 
‘  onded  warehouseman,  traffic  manager,  desires  office  employ- 
nent,  any  capacity  if  future  assured.  Published  articles, 
■conomics  and  on  canning  industry.  One  year  college;  one  time 
publicity  agent.  References.  Box  B-2384,  The  Canning  Trade. 


WANTED — Experienced  mechanic  in  canning  factory,  operat- 
uig  continually.  Give  references,  age,  previous  experience. 
Address  Box  B-2392,  The  Canning  Trade. 


SITUATIONS  WANTED 


POSITION  WANTED — Plant  Manager,  will  make  proposi¬ 
tion  on  purchase  of  stock  after  one  year  if  I  see  plant  has  pos¬ 
sibilities.  Address  Box  B-2391,  The  Canning  Trade. 


S-P-E-E-D 

If  you  can  take  'em  away 

KYLER 

LABELERS  &  BOXERS 

will  put  'em  thru — NEAT.  They  have  every- 
thins  with  half  the  parts  —  plus  SPEED 

Save  on  Labeling  costs — Order  today 

WESTMINSTER  MACHINE  WORKS 

Labeling  and  Boxing  Machine  ManufacUirers 

Westminster,  Maryland,  U.S  A. 

DOMESTIC  DISTRIBUTORS — A.  K.  Robins  &  Company,  Inc.,  Baltimore, 
Md.;  Chisholm-Rydei  Company,  Inc.,  Niagara  Falls,  N.  Y.;  Berlin  Chap¬ 
man  Company,  Berlin,  Wis.;  Willard  Machinery  Company,  Los  Angeles, 
Calif.;  Duncan  Equipment  &  Supply  Co.,  Seattle,  Wash. 

CANADIAN  DISTRIBUTOR — The  Brown  Boggs  Foundry  &  Machine  Co., 
Ltd.,  Hamilton,  Canada. 

FOREIGN  DISTRIBUTOR — Ateliers  de  Construction  E.  Lecluyse,  S.  A., 
Antwerp,  Belgium,  manufacturers  for  Continental  Europe. 


WHEN 


ARISE  FOR  ANY  KIND 


OF  EQUIPMENT,  ACCESSORIES  SUPPLIES  and  SUNDRIES 

Consult  Your  New  Langsenkamp  Catalog 


#  Lanssenkamp  is  headquarters  for  all  cannins  plant  needs.  Stocks  of 
many  types  of  accessories  and  supplies  are  carried.  Whenever  a  need 
arises  consult  your  copy  of  the  new  Langsenkamp  Catalog  No.  38. 
Cross  index  in  back  will  direct  you  to  anything  you  are  looking  for  .  . 
in  addition  to  major  equipment,  such  things  as  Blanching  Buckets;  Gal¬ 
vanized  Ware;  Buckets,  Dippers,  Measures;  Scoops,  Funnels,  etc.,  in 
monel,  stainless  Steel  and  other  materials;  Rubber  hHose;  Brass  Valves; 
Sanitary  Fittings;  Knives;  Thermometers  and  Temperature  Regulators,  and 
many  other  items. 


F.  H.  LANGSENKAMP  CO. 


**Effirienrv  in  the  Canning  Plant" 


INDIANAPOLIS,  IND. 


CANNING  MACHINERY 


FOR  THE 


DISCRIMINATING  BUYER 

Complete  plants  for 
Peas,  Corn,  Stringless  Beans,  Tomatoes, 
Citrus  Fruits,  Sea  Foods,  etc. 


Write  For  Catalog. 


A.  K.  ROBINS  &  CO.,  Inc., 


701  E.  LOMBARD  STREET. 
BALTIMORE.  MARYLAND 
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WHERE  TO  BUY 

— the  Machinery  and  Supplies  you  need  and  the  leading  houses  that 
supply  them.  Consult  the  advertisements  ior  details. 

ADHESIVES 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 

BOOKS,  on  canning,  formulae,  etc. 

The  Canning  Trade,  Baltimore,  Md. 


CAN  MAKING  MACHINERY 

Cameron  Can  Machinery  Co.,  Chicago,  Ill. 

CANNED  FOODS 

Phillips  Packing  Co.,  Cambridge,  Md. 

Phillips  Sales  Co.,  Cambridge,  Md. 

CANNERY  SUPPLIES 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corp.,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Sinclair-Scott  Co.,  Baltimore,  Md. 

CANNING  MACHINERY  AND  EQUIPMENT 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corp.,  Hoopeston,  Ill. 

Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio 

E.  J.  Judge,  Alameda,  Calif. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

LaPorte  Mat  and  Mfg.  Co.,  LaPorte,  Ind. 

Morral  Bros.,  Morral,  Ohio 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Sinclair-Scott  Co.,  Baltimore,  Md. 

United  Company,  Westminster,  Md. 

Westminster  Machine  Works,  Westminster,  Md. 

CANS 

American  Can  Co.,  New  York  City 
Continental  Can  Co.,  New  York  City 
Crown  Can  Company,  Philadelphia,  Pa. 

Heekin  Can  Company,  Cincinnati,  Ohio 
National  Can  Corp.,  New  York  City 
Phillips  Can  Company,  Cambridge,  Md. 

INSURANCE 

Lansing  B.  Warner,  Inc.,  Chicago,  Ill. 

LABELS 

Gamse  Lithographing  Co.,  Baltimore,  Md. 

R.  J.  Kittredge  &  Co.,  Chicago,  Ill. 

Piedmont  Label  Co.,  Bedford,  Va. 

Simpson  &  Doeller  Co.,  Baltimore,  Md. 

PEA  HULLERS  AND  VINERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Frank  Hamachek  Machine  Co.,  Kewaunee,  Wis. 


SEED 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

Northrup,  King  &  Company,  Minneapolis,  Minn. 
Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

SUGAR 

Com  Products  Sales  Co.,  New  York  City 


SMILE  AWHILE 

There  is  a  saving  grace  in  a  sense  of  humor 

Covtributions  Welcomed 


A  hillbilly  whose  feet  had  been  toughened  by  a  life¬ 
time  of  going  barefoot  was  standing  before  his  cabin 
fireplace.  Suddenly  his  wife  smelled  something  burn¬ 
ing, 

“Smell  anything  burnin’,  Paw?” 

“Naw,  Maw.” 

'T  thought  I  did  Paw.” 

“What  makes  you  think  so?” 

“Well  you’re  a-standin’  on  a  live  coal,  Paw.  Yewd 
better  move  your  foot!” 

“Which  one.  Maw?” 

Molly:  Did  that  Scotchman  you  dated  last  night 
make  love  to  you  in  the  taxi  when  he  was  taking  you 
home? 

Sally:  No,  he  was  too  busy  showing  the  driver  the 
short-cuts.” 

Explorer:  The  jungle  was  all  around  us.  Ammuni¬ 
tion,  food  and  whisky  had  run  out,  and  we  were  parched 
with  thirst! 

Listener:  But  wasn’t  there  any  water? 

Explorer :  Sure.  But  it  was  no  time  to  be  thinking 
of  cleanliness. 

“Did  you  meet  a  lot  of  artistic  people  at  the 
studio?” 

“Most  of  them  were  artistic,  but  a  few  of  them  were 
quite  nice.” 

“Are  you  enjoying  the  ocean?” 

“No,  it  bores  me.  When  you’ve  seen  one  wave  you’ve 
seen  them  all.” 

“Ooo!  Look  at  the  pretty  white  cow.  She’s  the  one 
that  gives  white  milk.” 

“Yeh,  and  in  a  minute  I  suppose  you’ll  tell  me  that 
brown  one  gives  coffee.” 

Bystander  (who  has  just  witnessed  a  bad  crack-up) : 
But  I  don’t  understand  why  the  poor  pilot  kicked  and 
fought  so  darn  much  when  they  carried  him  from  the 
wreck.” 

Gas  Station  Attendant:  Oh,  it’s  quite  simple,  my 
friend.  See  that  “Shell”  sign  over  there?  Wal,  he 
caught  sight  of  it  just  as  he  came  to  and  somebody 
was  standing  in  front  of  the  “S”. 

“What  in  heck  is  my  mattress  stuffed  with?”  de¬ 
manded  the  summer  boarder.  “It’s  full  of  corners.” 

“Shucks,”  responded  the  grizzled  farmer. 

“Shucks?” 

“Shucks.” 

“Shucks!” 
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A  Complete  Course  in  Canning 


Sixth  edition 


FOR  MANAGERS, 
SUPERINTENDENTS, 


BROKERS 


AND  BUYERS 


Size  6x9,  360  Pages  Beautifully  Bound. 
Stamped  in  Gold. 


360  pages  of  proven  pro¬ 
cedure  and  formulae  for 
everything  “Canable” 


All  the  newest  times  and  temperatures 
All  the  newest  and  latest  products 


•  Fruits  •  Vegetables  •  Meats  •  Milk  •  Soups 

•  Preserves  •  Pickles  •  Condiments  •  Juices 

•  Butters  •  Dry  Packs  (soaked)  ®  Dog  Foods 
and  Specialties  in  minute  detail,  with  full  instruc¬ 
tions  from  the  growing  through  to  the  warehouse. 


Used  by  Food  Processors  to  check  times,  tem¬ 
peratures  and  RIGFJT  procedure  ...  by  Distri¬ 
butors  to  KNOW  canned  foods  ...  by  FHome 
Economists  to  TEACFJ  the  subject  of  food  pre¬ 
servation. 

For  sale  by  all  supply  houses  and  dealers  .  .  . 
or  direct.  Price  $10.  postpaid. 


Published  and  Copyrighted  By 

THE  CANNING  TRADE 

Since  1878 — The  Canned  Foods  Authority 
BALTIMORE,  20  South  Gay  Street,  MARYLAND 


Qoo<i  ^jeexii  UxA/p/puen. 


Progeny  lines  of  Asgroiv  peas  in  the  pure  dry  air  of  a  Rocky  Mountain  valley 


^J'AKE  peas  for  example.  First  come  the 
processes  of  breeding  over  a  number  of 
years  to  achieve  and  fix  a  desired  tvpe. 
Next,  pure-lining  the  progenies,  to  insure 
uniformity.  Extensive  grower,  canner  and 
consumer  tests  must  also  be  carried  out. 
Then  follow  the  problems  of  seed  product¬ 
ion  in  commercial  quantities,  true  to  tvpe 
and  free  from  disease. 

Asgrow  pea  breeding  and  growing  is  car¬ 
ried  on  in  certain  high  semi-arid  valleys  of 
the  West  where,  at  a  height  of  about  5,000 
feet,  conditions  are  nearly  ideal.  The 
summer  days  are  clear  and  warm,  the 
nights  are  cool.  The  air  is  exceptionally 


dry,  a  very  important  factor  in  producing 
seed  that  is  free  of  disease,  since  most  plant 
diseases  require  frequent  rains  and  humid 
air  for  widespread  dissemination.  These 
seed  crops  are  watered  by  irrigation. 

Located  conveniently  to  our  growing  areas 
are  the  Asgrow  fitting  and  finishing  ware¬ 
houses.  Here  the  peas  are  not  merely 
cleaned,  they  are  individually  inspected  as 
they  pass  along  moving  belts  before  trained 
pickers.  Finally  they  are  bagged  and  ware¬ 
housed  very  carefully  so  as  to  avoid  injury 
or  loss  of  germinating  power  before  your 
ordercalls  fordelivery  in  the  following  spring. 


/ldx2Aj(Uu  BeedLi  ^eU  BneA  ^  ^  ^ 

Associated  Seed  Groivers,  Inc, 

Urt'i'iliTs  iiMi/  rif  \' i-i’ctu/’h'  ’•true  2  >  >  h 

Neu)  Haven,  Connecticut 

Sii/.  '  Bt  am  lu’s: 

Atlanta  Indianapolis  losAngcIcs  Memphis  Salinas 

Distributors  in  Texas:  Associated  Seeds,  Inc.,  San  Antonio 


